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| About this Tesue 





q SSUES such as this are a standard and fre- 
quent occurrence with National Bottlers’ 
Gazette. Whenever the bottlers’ requirements 
pinpoint the need for a comprehensive and 
authoritative review of an important trade 
development, the editors go to work prepar- 
ing the necessary material and whipping it 
into shape for publication. Months of pains- 
taking working with many sources of infor- 
mation, of delving into the literature on the 
subject (mostly our own) of correlating, inter- 
preting and analyzing data, have resulted in 
the Special Section on the profit possibilities 
of automatic vending which comprises fully 
fifty percent of the text of this issue. How im- 
portant to bottlers machine retailing has be- 
come is outlined in the introductory article— 
nearly twenty percent of soft drink sales are 
now being made by the “silent salesmen,” 
whose number is approaching three-quarters 
of a million units. 

For easy reading and study of this burgeon- 
ing phase of soft drink selling, the subject 
has been broken down into a dozen well-illus- 
trated articles covering every major phase of 
the subject. The general discussions are high- 
lighted with actual “experience” stories, show- 
ing how bottlers have managed bottle and cup 
machine routes, how they have found and sold 
the locations, how they decided what type of 
machine to use. These articles, together with 
a methodical analysis of the eight principal 
markets where vending machines are the main 
and most effective selling tool, make this the 
most ambitious and complete review ever pub- 
lished by any publication on the subject of 
automatic beverage vending. 

For the bottler interested in automatic vend- 
ing—and most bottlers are—this issue will be 
a textbook for ways and means of successfully 
exploiting the possibilities of the vendors, with- 
out making the mistakes which were bound to 
occur while this form of selling was in its early 
development stages. N.B.G. is humbly proud 
of this editorial contribution to an important 
development in the history of the soft drink 


industry. 
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TALK OF 


Price Hikes In Many Sections 
Follow Decontrol Order 


Moving to take advantage of the leeway given by 
soft drink price decontrol, bottlers in many sections 
of the country, with the notable exception of the 
South, increased their prices last month. In a few 
instances, the boosts effected a 10c¢ per bottle retail 
selling price. These were among the major develop- 
ments: 

@ Pepsi-Cola plants in three big markets (New 
York, Philadelphia and Pittsburgh), and in three 
smaller areas (Teterboro, New Brunswick and Jer- 
sey City), effected increases. In New York and 


the three smaller areas, Pepsi raised from 96c¢ 


to $1.20 on 12-ounce and from 85c to 90¢ on 8-ounce. 
In Philadelphia, Pepsi moved from 96c¢ to $1.12 on 
12-ounce and from 80c to 90¢ on 8-ounce. In Pitts- 
burgh, Pepsi boosted its 12-ounce price from 96c 
to $1.10. All are parent-company owned and oper- 
ated. 

@ Also in New York City, Seven-Up raised its 
wholesale price from 96c¢ to $1.20. Other prominent 
New York bottlers, mostly quart producers, are ex- 
pected to increase prices in the near future. 

@ In California, there were a raft of increases. 
The prevailing price for splits is now $1.20 in the 


San Francisco Bay area and $1.35 in the Los An- 


LISTENING IN... 


When _ beverage 
price decontrol 
was announced to 
big ABCB conven- 
tion audience, few 
were aware of 
presence of John 
Paschke, right, 
Chief of OPS Gro- 
cery Products 
Branch, who ap- 
proved order. At 
left is ABCB As- 
sistant Secretary 
Tom F. Baker. 
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geles territory. In Fresno, Coca-Cola (and report- 
edly others) boosted from 96c¢ to $1.35. In general, 
quart prices throughout the State remain at $1.50- 
$1.60 per case. However, leading quart makers in 
Los Angeles and San Diego raised from $1.60 to 
$1.80. 

@ In Oregon, there were uniform price increases 
in many territories. All companies in the Roseburg, 
Eugene and Klamath Falls area, as well as some 
bottlers in Sales-Albany area, are now selling at 
$1.40, with a 4c bottle deposit and a 4c case deposit. 
In the Coos Bay and Grants Pass areas, bottlers 
boosted to $1.30 wholesale. 

@ In Omaha, Nebraska, the Local Seven-Up Bot- 
tling Company announced a price increase which 
local newspapers said would “force the retail price 
of its product to 10c¢ a bottle.” 

Elsewhere in the nation, both in large metropoli 
tan and smaller communities, it is known that a 
number of price hikes are being considered. The 


“grapevine” also has it—and this is significant 


that OPS officials are gravely disturbed over the ° 


size of recent bottlers’ price increases, and may 
even consider the reimposition of controls. 

It should be noted, however, that the geographical 
distribution of the price increases emphasizes the 
fact that certain areas have been in dire need of 


price adjustment, which are now being made, 


Bottlers' "Profit-Planning'’ Meet 
Set for New York, Feb. 16-18 


A detailed preview of the advantages which soft 
drink manufacturers can count on if they will em 


ploy “profit planning techniques” will be given 
during a four-day conference arranged for mid 
February by the Accounting Committee of the 
American Bottlers of Carbonated Beverages. The 
conference will be held February 16-18 inclusive, 
at the headquarters of the management engineer 
ing firm of Stevenson, Jordan and Harrison, 19 West 
144th Street, New York, N. Y. 

The agenda calls for lectures, illustrations and 
open forum discussion of profit planning control, 
modern phases of cost determination, profit to vol 


ume relation; sales, revenue, and price structures; 











determination of individual plant standards, and 
the planned operation. 

The conference will be directed by Dr. Charles 
Rietell, of Stevenson, Jordan, and Harrison, who 
assisted in developing the A.B.C.B. Profit Planning 
Manual, and, who also conducted many of the 26 
management conferences held throughout the coun- 
try under A.B.C.B. auspices in 1950. 

To promote participation in discussions and work 
problems, attendance will be limited to 50 persons, 
with reservations accepted on a_ first-come-first- 
served basis. Registration fee is $10.00 for each 
representative from an A.B.C.B. member plant, and 
$50.00 per man from non-member plants. 


It's Chicago, November 9-12, 
For 1953 A.B.C.B. Convention-Exposition 


The International Amphitheater in Chicago, scene 
of the recent exciting political conventions, has been 
selected as the location for the 1953 A.B.C.B. Con- 
vention-Exposition, to be held November 9-12. 

Plans are being made for a full seale beverage 
show, with an entertainment program and conven- 
tion sessions as lively and interesting as those of 


the 1952 meeting in Atlantic City. 


Industry Users Ask Congress 
Help In Getting Better Sugar Deal 

Understandably perturbed over the low 1953 
sugar quota recently announced by the Agricultural 
Department, organizations representing industrial 
sugar users, including ABCB, joined hands last 
month to direct attention of Congress to adminis 
trative policy “designed to force upward the cost of 
sugar to the consuming public by creating an arti 
ficial scarcity.” 

Although Agriculture Secretary C. F. Brannan 
estimated that sugar distribution for 1953 would 
approximate 8,200,000 short tons, the quota estab 
lished by his department is appreciably lower 
7.800.000 tons 

The viewpoints of industrial users were expressed 
in a letter to Congressman H. D. Cooley, Chairman 
of the House Committee on Agriculture. The users 
charged that the quota this year “is again far below 
prospective needs” and that “such action is even 
more subject to censure this year than last, as 
sugar consumption in 1951 and 1952 ran ahead of 
distribution.’ 

The industry users further noted that current 
sugar inventories are “at a level more precarious 
than at any comparable period since the Sugar Act 


” 


of 1948 became effective 


Canada Dry Reports Record Sales; 
Plans to Add 75 Bottlers in 1953 


Canada Dry Ginger Ale, Inc., and its subsidiaries, 
last month reported that sales and earnings before 


taxes, for the fiscal year ended September 30, 1952, 


were the highest in the company’s history. President 
R. W. Moore, in his annual letter to stockholders, 
also reported that the company now has a total of 
186 bottlers in all countries, and plans to add about 
75 bottlers this year. 

Sales for the 1952 fiscal year totalled $66,503,941, 
compared with $61,413,423 for the preceding year. 
Earnings before taxes were $6,618,131, against 
$5,977,455 in 1951. Net income also rose—-from 
$2,157,547 in the 1951 fiscal year to $2,301,691 
in 1952. 

President Moore further noted that sales through 
company plants increased despite the transfer of 
certain market areas to licensees. He added that in 
Canada, sales and earnings were greatly improved 
following the reduction of the Canadian beverage 
tax in April, 1952. 


Red Rock Bottlers Wins 
$2 Million Judgment 


In the case instituted by Red Rock Bottlers under 
the Clayton Anti-Trust Act against Red Rock Co., 
and Red Rock Cola Co., U. S. District Court Judge 
Boyd Sloan has granted a motion for summary judg- 
ment. Red Rock Bottlers seeks damages of $2,100,- 
000, representing treble damages of its alleged 
worth of $700,000 and the decision, which comes 
after two years of litigation, is the first major 
action in the case itself, although peripheral matters 
have been taken as far as the U.S. Court of Appeals. 

The two defendant companies are manufacturers 
of the flavor base for the franchised drink and the 
plaintiff company was organized to distribute the 
concentrate to bottlers. In April, 1950, the defendant 
companies cancelled contracts with Red Rock Bot- 
tlers, claiming the plaintiff had failed to purchase 
the minimum number of units agreed upon. Red 
Rock Bottlers replied that while the number of units 
may not have reached the minimum, the dollar vol- 


ume exceeded contract stipulation. 


Hires Sales Up, Profits Down 
Sales of the Charles E. Hires Company, for the 
fiscal year ended September 30, 1952, showed a sub- 


stantial increase, but earnings declined because of 
higher material and labor costs. 

Net sales for the 1952 fiscal year were $8,841,979, 
compared with $8,066,612 in the previous year. Net 


income for 1952 was $310,636, against $404,004 in 
1951. 


Kansas Bottlers Re-elect Officers 

At 50th Anniversary Convention 
Members of the Kansas State Bottlers Associa- 

tion re-elected all officers at the organization’s 50th 

anniversary convention in Kansas City, December 

7-9. 


They are: Paul E. Berger, Dr. Pepper & 7-Up 





STATE 


Alabama 


California-Nevada 


Oregon 
Washington 
Arkansas 
Indiana 
Kentucky 
Montana 
Utah 
Wyoming 
Michigan 


Ilinois 
Nebraska 
Ohio 

New York 
West Virginia 
Oklahoma 
Maryland 
Minnesota 
North Dakota 


CITY 
Birmingham 
Coronado 
Portland 
Spokane 
Little Rock 
Indianapolis 
Louisville 
Butte 
Salt Lake City 
Casper 
Detroit 


Chicago 
Grand Island 
Akron 

New York City 
Charleston 
Ardmore 
Baltimore 

St. Paul 
Jamestown 


STATE CONVENTION SCHEDULE 


HOTEL 
Thomas Jefferson 
Hotel del Coronado 
Multnomah 
Ridpath 
Lafayette 
Antlers 
Brown 
Finlen 
Newhouse 
Gladstone 
Detroit-Leland 


Sherman 

Yancey 

Mayflower 

New Yorker 

Daniel Boone 

Lake Murray Lodge 
Southern 

Lowry 

Gladstone 





DATES 
Feb. 8-9 
Feb. 9-10 
Feb. 13-14 
Feb. 15-16-17 
Feb. 15-16-17 
Feb. 16-17 
Feb. 19-20 
Feb. 20-21 
Feb. 24-25 
Feb. 28 
Mar. 2-3-4 


Mar. 4-5-6 
Mar. 5-6 

Mar. 16-17 
Mar. 22-23-24 
Mar. 23-24 
Mar. 30-31 
Apr. 11 

Apr. 21-22 
Apr. 24-25 


DAYS 
Sun.-Mon. 
Mon.-Tues. 
Fri.-Sat. 
Sun.-Tues. 
Sun.-Tues. 
Mon.-Tues. 
Thurs.-Fri. 
Fri.-Sat. 
Tues.-Wed. 
Sat. 
Mon.-Tues. 

Wed. 
Wed.-Fri. 
Thurs.-Fri. 
Mon.-Tues. 
Sun.-Tues. 
Mon.-Tues. 
Mon.-Tues. 
Sat. 
Tues.-Wed. 
Fri.-Sat. 


South Dakota Sioux Falls 





Cataract 


Mon.-Tues. 


Apr. 27-28 








Bottling Co., Salina, president; Carl Deppish, Coca- 
Cola Bottling Co., Junction City, vice-president ; and 


J. B. Christman, The Topeka JC Bottling Co., Inc., 


Topeka, secretary. 

Major discussions at the meeting centered around 
the price situation. H. W. Shirley, Childress, Texas 
bottler spoke on ‘“‘How the Price Has Affected Our 
Business In This Territory,” and D. C. Leffler, 
president of the Nebraska Bottlers of Carbonated 
Beverages discussed ‘“‘My Experience at $1.20.” 
Other principal speakers were John J. Riley, ABCB 
Secretary, and Frampton King, of the public rela- 
tions division of the Coca-Cola Company. 

A large turnout—approximately 350 bottlers and 
supplymen—attended the convention. 


Dr. Pepper's 1952 Sales "Rather 
Substantially" Ahead of 1951 

Sales of Dr. Pepper Co. in 1952 were “rather 
substantially” ahead of 1951, L. M. Green, president, 
reported last month. 

He added, however, that earnings were affected 
by higher costs and investments in expansion. 


These, he said, might put earnings for the year 


“four or five cents either side of the 92 cents a 
share” reported for 1951. 

For the first nine months of 1952, Dr. Pepper 
reported a net income of $610,400, equal to 87 cents 
a share, compared with $566,800 equal to 81 cents 
a share, in the like 1951 period. 


Top-Flight Trade "Faculty" To Conduct 
ABCB Plant Training Course 


Twelve experts in the field of soft drink produc- 
tion are scheduled to give bottlers the benefit of 
their knowledge and experience at the A.B.C.B. 
Plant Training Course, March 2-6, at the Jung 
Hotel in New Orleans, La. 

The sessions are designed to disseminate authori- 
tative advice and technical information on methods 
of increasing production, decreasing production 
costs, applying modern scientific methods, improv- 
ing quality control and producing a better product. 

The instructors are Frank S. Bell, Assistant Chief 
Engineer, Machinery Div. Crown Cork And Seal 
Co.; John M. Blatterman, Chief Chemist, Warner 
Jenkinson Mfg. Co.; Dr. W. C. Cooper, Chief 
Chemist, Geo. J. Meyer Mfg. Co.; A. J. Granata, 
Vice President and Manager, Technical Sales, Pure 
Carbonic Co.; Joseph F. Hale, Manager, Bottlers’ 
Service Department, Nehi Corp. 

Also, Martin J. Hans, Liaison Engineer, The 
Liquid Carbonic Corp.; Harry E. Korab, A.B.C.B. 
Technical Service Director; W. S. McAdoo, Vice 
President, Tru-Ade Inc.; Dr. John M. Sharf, Chief 
of Closure Research, Armstrong Cork Co.; Dr. J. H. 
Toulouse, Chief Engineer, Quality and Specifications 
Dept., Owens-Illinois Glass Co.; C. VanderMolen, 
Manager, Food Products Div. Infilco, Inc.; and 





(Continued on Page 8) 
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WILD STRAWBERRY 
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FRUITY STRAWBERRY 


2) 


STRAWBERRY COMPOUNDS, 


2 or 4 ounce 


Vv 


if your order comes in 
before noon, shipment 
is made the same day! 


c 


Red Seal Imitation 


Nirawberry 
Havors 


Strawberry beverages become a delightful, 
exciting adventure in tangy, bubbly good- 
ness with Red Seal Strawberry Flavors. 
A sure sales stimulator! 
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329 CANAL 


, ¥ 
big new market... (ire 


COMPLETE 
product information and ingredients D l t T t T | C 
from one source ...PLUS... 
labels and advertising material... q P R 0 G R A M - 


so you can get started bottling 
dietetic beverages quickly and profitably. ... 


MONTREAL PALE DRY 2 02. 


VEKO'S Montreal Pale Dry 2 oz. is your best bet for your first dietetic flavor. Pale Dry 
has proven the ideal flavor to start with in bottling sugar-free beverages and bottlers are 





Only VEKO gives you complete 
























having the same outstanding success when using Montreal for dietetic drinks as they have 
always had using Montreal for sugar-sweetened pale dry. Montreal makes a dietetic drink 
that is as delicious as the best soft drink ginger ale on the market. 


You get MONTREAL PALE DRY 2 oz. AT THE REGULAR PRICE plus... 
SUFFICIENT CALCIUM CYCLAMATE (the non-nutritive sweetener) AT COST 
plus COMPLETE TESTED BOTTLING INSTRUCTIONS. 


VEKO has a complete line of flavors for dietetic drinks. 


COMPLETE PROMOTION PROGRAM 


Only VEKO offers you attractive, legally correct labels plus colorful displays, bottle-toppers 





and window streamers with your own name imprinted. (This is not a franchise.) We are up- 


to-date on all state regulations.’ 


Yes, VEKO'S COMPLETE DIETETIC PROGRAM enables you to start NOW getting your 


share of added business and increased profits in the big new dietetic market.* 


y The makers of VEKO flavors and extracts believe that tne Mail the coupon today and you'll receive com- 
plete information—you are not obligated in 


bottling of dietetic beverages opens a new outlet for the 
sale of carbonated beverages that is in addition to the 


regular market for sugar-sweetened soft drinks any way. 





IV. & E. Kohnstamm, Inc., 329 Canal St., N. ¥.13,N. ¥. § 
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I'm interested 
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TWITCHELL’S 





bottler’s pocket! 


202 GINGER ALE PUT IT THERE 


An Ohio bottler was making ginger ale at the rate 
of 100.000) cases per year. Nice volume. but. other 
items in the line—flavors with much smaller annual 
sales— were way ahead in profits. 

After checking all the factors, we recommended our 

#202 Ginger Ale. Here are the results: 

(1) Instead of spending $3.000 per year for an 
ordinary two-ounce ginger ale flavor at $9.00 
a gallon, the bottler now enjoys the same pro- 
duction at a flavor cost of only $1500. Reason: 
only '2 oz. of #202 Ginger Ale is needed to 
the gallon of syrup. 

(2) The bottler used to pay about $300 a year in 
transportation charges for ginger ale flavor. 
That's slashed to 875 now. Reason: one gallon 
of 4202 does the flay oring job of four. 

(3) The bottler is) conserving valuable storage 
space. Hle spends less time checking flavor in 
and out of inventory. Reason: 75°, less bulk 
to handle. 

It all adds up to at least $2,000 in pocket! As for 
quality and goodness, only the finest of gingers are 
blended into #202. Modified with lime and other 
flavors, it produces an unbeatable beverage for both 
tavern and home trade. 

Why not brighten your orn profit pieture with 7202 
Ginger? Write for a generous. free sample. We'll 


vet it off at onee. 
cy 


COMPANY 


S82 vears of serviceo to bottiers 


CRESTMONT AND HADDON AVES. ®e CAMDEN 4, N. J. 











Lynn LaGarde, Chief Engineer, The Coca-Cola Co. 

Applications for enrollment in the course may be 
obtained from the American Bottlers of Carbonated 
Beverages, 1128 Sixteenth Street, Washington 6. 


News Briefs 

Cott Beverages, a big seller in the New England 
market for the past few years, will shortly enter 
the metropolitan New York area. Big radio, TV, 
and newspaper advertising campaign on Cott’s 
dietetic line is planned... . Night clubs in. mans 
New England markets—areas of much price cutting 
and free dealing in recent years--charge $1.00 pet 
glass of ginger ale... . : \ Census of Transportation 
Which will include a specific survey of truck owner 
ship and operation will be conducted this year by the 


Bureau of Census. Since this survey may supply an 


authoritative source of much needed statistics on pri- 


vate motor truck operations, bottlers are urged to 
cooperate if contacted... .. An Illinois regulation pro- 
hibiting the use of saponins in root beer has been 
stricken out. Action followed protests pointing out 
that Federal regulations permit use of saponin in 
flavors, bases, and finished beverages. 

A citrus industry spokesman has estimated that 
consumption of orange concentrate in 1952. will 
total one billion cans. Loss leading continues 
strong in some Texas markets. Example: A 12-bottle 
carton of Coke recently was offered for 35c¢ by sev- 
ABCB reports 


that its consumer news releases during the last 12 


eral Fort Worth supermarkets 


months were used by magazines and newspaper 
syndicates having a combined circulation of approx- 
imately 500,000,000 readers 

We are very sorry to learn that J. R. Starnes, 
well-known sales manager of Liberty Glass Co., 
was seriously injured and his wife was killed, in 
a recent automobile crash. Mr. Starnes is still hos 
pitalized with injuries , His friends, bottlers 
and associates were shocked to learn of the death 
of R. L. Walker, district representative for Nehi 
Corp. in North Carolina, Virginia and Maryland 
on Dec. 26 as the result of a fall from a twelfth 
story hotel window in Durham, N. C. Mr. Walker 
was Very well known in the industry and had been 
associated with Nehi for about 5 vears. ... Chris 
Buckley, Pepsi-Cola Bottler at New Haven, Conn., 
yot a dunking in ice-cold water when he_ broke 
through the ice of a pond While rescuing the play- 
mate of his son who had previously fallen through 
His own son Christopher, Jr. aided both out bys 


lending a hand and a hockey stick 
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Two hundred forty million times a 
year, at over 500,000 different places 
from coast to coast, someone drops a 
coin into a bottle or cup vending ma- 
chine for a refreshing soft drink. Auto- 
matic vending is big business today, 
and an important avenue of beverage 
distribution. 
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Our Hats Are Off To The Dissatisfied. 


WAT psychologists tell us that we are creatures 
of habits formed in our early years and retained 
into maturity. We see many instances of this 
daily-—amusing, annoying and often surprising. 
Industries too, are the victims of habits, and the 
soft drink bottling trade is no exception. In- 
dustrial habits are generally called “precedents”, 
and for several years now we have contended 
with precedents on such things as prices, deposits 
and methods of distribution 

Sut there are always non-conformists whose 
experimentation eventually breaks down the 
habits of the past. These excursions into new 
directions has, for instance, changed the estab 
lished lines of distribution. The pattern of selling 
soft drinks is changing in line with the major 
changes taking place in food distribution; this 
movement is being augmented by venturesome 
bottlers who are neither contented to stand still 
nor willing to ride with the old ways when chany 
ings conditions point to new methods. 

One of these— automatic retailing —N.B.G. has 
long considered important enough to merit a 
monthly N.B.G. feature, under the direction of 
an accepted authority in the field. This form ot 
selling has already reached major proportions and 
in recognition thereof, we have devoted much 
of the text of this issue to an examination of 
the entire subject of vending soft drinks through 
coin-operated machines. To those who appre 
hensively viewed the advent of the vendor or 
objected to it because it disturbed previous pat 
terns of selling, the fact that an estimated 19°; 
of soft drink sales are now accomplished through 


vendors should be a compelling factor. 


There are other habits in our industry which 
are taking a severe beating. The most important 
of these, the traditional price structure, has been 
in a ferment for several years now. The resultant 
distillation is a pattern of prices not only different 


from those of the past, but realistic and econom 













ically sound. The same blind adherence to habit 


has given us a bad deposit situation which is now 
in the process of being changed by the experi- 
mentors and trail blazers. They'll make mistakes, 
and perhaps some of the things they will do will 
appear downright foolish. In the long run, how- 
ever, breaking with tradition with regard = to 
deposits will develop more effective and less 


costly ways of handling our containers. 


Fortunately, not all of our habits are bad ones 
Bottlers have always been acutely conscious of 
the whims and fancies of consumers and have 
played the flavor tune to the complete satisfaction 
of the users of soft drinks. This sensitivity to 
consumer taste is one of the habits which merits 
perpetuation. It has been a good habit because 
it does not resist change; it fosters it. In trying 
to vive the consumer what she or he wants we 
have produced and marketed literally hundreds of 
flavors; have developed and found acceptable new 
tvpes of beverages. A current experiment in 
volves the non-suyar drinks for those who want 
or need such a beverage; we are perfecting and 
field testing coffee and chocolate drinks, improv- 
ing the fruit beverages, and feeling our way 
around with home sirups. Not all of these will 
pan out, of course, but the very effort is a sign 
of progress 

In the area of production, precedent has long 
been outmoded and discarded. Our methods and 
machines for producing more and better bever- 
ages are constantly being changed. With the full 
compliance and cooperation of the bottlers, the 
manufacturers of bottlers’ machinery have borne 
with honor the major responsibility for develop- 
ing units and methods which cut production time 
and cost, multiply output, and produce better 
beverages. 

Satisfaction with the status quo is stagnation. 
In those divisions of our industry where habit has 
stultified development, we need more of the dis- 


satisfaction which promotes experimentation. 












"7 oar, soft drink vending is an accepted sales 
tool within the bottling industry, credited with 
ringing up 18-2077 of 1952’s record per capita 
volume, and accounting for as much as a third of 
some metropolitan plants’ output. With about 600.- 
000 bottle and some 40,000 cup machines already 
operating from coast to coast, the vendor has made 
soft drinks conveniently available in a variety of 
sites that literally range from A to Z, from airports 


to Zoos. 


NBG’S ROLE 

Less than 6 years ago, when an August, 1947 
NBG “‘New Markets” issue turned the spotlight on 
automatic merchandising, soft drink vending was 
still regarded by some segments of the industry as 
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Making soft drinks accessible in sites where it is normally 
impractical or uneconomical to sell beverages manually, 
coin coolers and cup drink vendors have opened innumer- 
able outlets for the bottler. Whether it's a Chicago subway 
platform or a Dallas real estate office, the Silent Salesman 
spurs impulse purchases, promotes brand-consciousness. 





a cross between a novelty and a nuisance. Although 
machine retailing was on the march, there were 
groups of bottlers that castigated the silent sales- 
man as a “Red Devil,” and actually proposed to 
legislate it out of existance. NBG was quick to take 


This material is fully protected by copyright. Repro- 
duction in whole or any part without authorization is 
expressly forbidden. Copyright 1953. 





VENDING ...FOR PLUS PROFITS... 
A 240,000,000 Drink Market For Bottlers 























a firm stand against these views. Speaking at 
ABCB’s 1948 Convention, Automatic Merchandis- 
ing Editor Arthur E. Yohalem pointed out that 
the vendor would produce “plus” volume by open- 
ing brand-new on-premises beverage outlets; he 
forecast a bright future for the coin-actuated dis- 
penser. 

Since that initial period, NBG has done much to 
help popularize this marketing medium. Its “‘Coole) 
Corner” department, first with the news and inter- 
preting automatic merchandising developments 
from the bottler’s viewpoint, has won high praise 
from parent companies and local plants; NBG has 
published more vending information than all other 
competitive publications combined. First to chal- 
lenge the wisdom of an ABCB ban on. the display 
of cup machines at the annual expositions, NBG 
has seen its views supported by bottlers’ growing 
use of this vending medium. 

One of the $64 questions most frequently asked 
by bottlers is: “What are the best outlets for ven- 
dors?” Obviously, there’s no sure-fire answer. As 
in other phases of retailing, territories differ wide- 
ly and the types of locations and traffic available 
in one region may be non-existant in another part 
of the country. However, based on a continuous 
check made by NBG’s research staff, under the di- 
rection of Automatic Merchandising Editor Arthur 
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SUPPLEMENTARY SALESMAKER 


The mobility to “follow the crowd” and place beverages 
within arm’s reach gives soft drinks the extra market 
coverage that produces plus profits. Out for a day's 
recreation at the beach, vacationers can quench their 
thirst at a Lyon machine supplementing the over-the- 
counter concessionaire facilities. 


E. Yohalem, a number of locales that are profit- 
producers in most areas were analyzed. 

Bottler comment indicates that such stops gener- 
ally produce good vendor volume, and the following 
reports discuss the profit potential available in eight 
of the nation’s major markets. Background data in- 
cluded in each study is designed to give the bottler 
“talking-points” for soliciting similar accounts, as 
well as a comparative basis with which he may 
gauge his own vending accomplishments in a par 
ticular type of site. 

NBG is proud of the leading role it has played 
in helping to popularize another valued addition to 
the bottler’s marketing media. This issue was 
planned to answer many of the questions that come 
across its editors’ desks, and the articles are de- 
signed to throw light on some of the factors that 


contribute to the success of a vending operation, 


VENDING TAKES TO TV 

Reaching the stage where it’s fast becoming big business, 
automatic merchandising has grown to the point where 
a weekly Chicago telecast uses TV commercials to 
interest locations in the ColeSpa cup vendor. 
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ONE FOR THE ROAD 


With a trend towards larger gas stations on express high- 
ways, cup machines are appearing in such sites to han- 
dle increased drink volume. 
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GAS UP, DRINK UP 

Motorists who stop at service stations find the handy coin 
cooler an impulse invitation to take time out for re- 
freshment. 








Gos coolers have become as much a service sta- 
tion fixture as gas pumps in most of the country’s 
175,000 outlets, meeting thirst-quencher needs of 
American motorists on-the-go. It has been esti- 
mated that drivers make over 3 billion stops for 
yas annually, presenting bottlers with a prime op- 
portunity to merchandise soft drinks. Vendors offer 
an ideal means for the service station to capitalize 
on this mobile market since the “silent salesmen” 

(1) Protect the dealer against theft (or absent- 
minded motorists) by operating on a strictly cash 
basis; and (2) Require none of the attendants’ time 
to make a sale. 

Soft drinks in the service station have the triple 
role of providing motorist service; building traffic ; 
and adding extra profits to the outlet’s revenues. 
Because of this income factor, most sites prefer 
to own their vendor, purchasing it outright from 
the bottler or on a time or case-payment basis. 
Volume varies with the type of outlet, such as a 
downtown business district locale; a neighborhood 
or residential district stop; or a highway station, 
where refreshment sales to transients hit their peak. 
After gauging traffic at a particular site, the bot- 
tler can tailor vendor capacity to the type and 
volume of patronage a station serves. Dime-priced 
drinks have proven popular in some transients sta- 
tions. 

Placement of the coin cooler in a station will 
vary with its individual architecture, the region, 
and the traffic pattern. In most pre-war locations, 
the office-salesroom is relatively small, and, with 
space at a premium, the machine must be located 
in the open. This works well in warm climates, 
but in many parts of the country vendors must 
be mounted on casters so that they can be rolled 
indoors when necessary. Initially, single-flavor ma- 
chines enjoyed a vogue, but there’s been a trend 
towards multi-drink models which offer motorists 
a selection of drinks. In some regions, it’s not un- 
usual to find outlets with both types of vendors. 
Cup machines have begun to appear in some of the 
larger stations on express highways, where volume 


requires a large-capacity vendor. 


harkets where machine retailing 


mts best work... 


Scientific placement of highway signs can be 
used to up sales by announcing a beverage’s avail- 
ability in a nearby location. If it’s necessary to 
spot the vendor in an area of the station where 
it’s not readily visible by motorists the bottler 
can utilize point-of-purchase signs as attention 
getters. In addition to on-premises sales made by 
the vendors, some outlets build carton and case dis- 
plays around the machine to push take-home trade 
With better than 15,000 customers under observa- 
tion in selected service stations during the past year, 
a Coca-Cola survey disclosed that, next to gasoline, 
Coke accounted for more unit sales than any other 
item in the outlet. Stations displaying vendors out 
front sold one-third more Coke to motorists than 
locations which had left the drinkbox inside or 
partly visible. 

While most stations fly some franchise flag, 
about 85°, are individually operated, and they can 
deal with the bottler on a local basis. However, 
the major oil companies, in addition to operating 
some of their own chain outlets, are active in de- 
veloping merchandising plans and do exert “policy” 
influence on their dealers. 


As the result of a test in some of its sites, 
Standard Stations, Inc., West Coast chain opera- 
tion of Standard Oil of Cal., using selective equip- 
ment in spots where it had previously utilized 
single-drinkers, has decided that all new units 
of the 


Standard Stations are now equipped with selective 


installed would be multi-flavor units. 39% 


machines, stocking a maximum of 4-flavors. Stan- 
dard Oil of Ohio has both single and multi-drinkers 
in its chain of SOHIO stations, determining the 
selection largely by the expressions of trade in a 


particular area. 


The motorist who stops for a drink will usually 
buy gas; and the customer patronizing a vendor 
increases his stopping-time at the station, giving 
attendants an opportunity to sell him some “extra” 
item. To the gas outlet, soft drink vending means 
added traffic, and traffic means more sales and 
profit. 
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TIME FOR A THIRST-QUENCHER 


Good spot for a vendor is adjacent to the time clock. 
where workers, checking in and out, find a free moment 
to patronize a multi-flavor Atlas Varietee. National 
changemaker aids sales. 








FACTORY FAVORITE 


In this Pennsylvania plant, a selective Ideal dispenses 
the full line of Kist flavors to meet workers’ varied pref- 
erences. Machine earnings pays for employee social and 
athletic activities. 


rn defense production in full gear and em 


ployment rolls hitting a new high, industrial out 





lets, always an A-1 vending location, have been 
expanding their automatic merchandising facilities 
to keep pace with worker needs. As the necessity 
for attracting and holding a_ better type of em 
plovee in tightening labor markets becomes more 
apparent, on-the-job feeding has increased in im- 
portance, highlighting the role of the beverage 
machine on the factory scene. The mobilization 
goal of 8,000,000 defense workers offers bottlers 
added opportunities to tap the vast “At Work” 
market for plus volume and profits by meeting an 
accelerated need for industrial refreshment service. 
During the past year, for example, giant U. S. Steel 
decided to use bottle vendors at its mills 
Management now views in-plant vending as both 
an employee convenience and morale builder, re- 
flected in increased productivity, and such service 
has generally come to be regarded as part of 
“working conditions”. In large factories, the drink 
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machine supplements cafeteria and snack bar ser- 
vice, particularly where workers are dispersed 
through considerable floor areas; or when the cost 
of providing manual facilities for small night or 
weekend shifts is excessive. In small plants, where 
over-the-counter retailing is uneconomical, the bev- 
erage vendor furnishes a_ self-supporting service 
that compactly occupies a minimum amount of 
space. At all types of industrial outlets, automatic 
merchandisers function on a round-the-clock 
schedule that makes soft drinks available at any 
hour and spurs impulse consumption. Surveys of 
buying habits indicate that the employee who con 
sumes beverages on-the-job generally uses more of 
the product at home than the man who works 
Where there is no vendor. For, whether or not he 
patronizes the dispenser, an employee who daily 
views a vendor has brand names etched into his 
consciousness, a factor reflected in subsequent take 
home sales in retail stores. 

Both coin coolers and cup vendors have become 
standard equipment in the modern mill and factory, 
with the bulk machines registering their greatest 
popularity in the larger sites. However, plant popu 
lation is not necessarily a final vardstick for poten 
tial beverage volume. Such factors as the type of 
labor performed; wage scale; sex of employees; 
hours of plant operation; length of the lunch and 
“break” periods, etc. all these have direct) bear 
ing on drink totals and should be carefully analyzed 
Thus, in some factories, a few large-capacity ma 
chines may suffice; while, in others, a number of 
small coin coolers must be scattered through the 
work floors. Similarly, a plant with a few hundred 


workers may generate more vendor volume than 


one with twice that number of employees. In the 


Waterloo, Ia. territory two industrial locations 
turned to employee balloting to determine what 
type of drink vending machine would be utilized 
In both cases, they chose selective equipment and 
each site now houses five machines installed by the 
local Seven-Up Bottling Co 

In soliciting this type of outlet. the bottler should 
analyze particular in-feeding problems of the indi 
vidual site, keying his presentation to some bene 
ficial aspect of automatic merchandising to win 
manaygement’s approval—such as the vendor's abil 
itv to promote better labor relations and stimulate 


production, ete. As an added incentive, vendor 


profits are generally made available to finance em 


plovee welfare funds, social and sports activities, 


ete 
Freuhauf 


Trailer Co., tired of passing-the-hat to take up co! 


It Denver, Colo. employees of the 


lections to buy flowers for ailing co-workers, hit 
on the idea of purchasing soft drink vendors and 
using the profits to underwrite a Flower Fund 
To build up revenue, these workers decided to vend 
12-ounce Pepsi-Cola for a dime a move that en- 


abled them to quickly meet the payments on the 


coin coolers and to produce profits for the fund. 

At the Consolidated Vultee Aircraft Corp. fac- 
tory in Fort Worth, Tex., some 28,000 employees 
have access to 55 miulti-flavor Spacarb cup = ma- 
chines. Sales approximate 30,000 cup drinks a day 
and an employee group, the Convair Recreation 
Assn., uses commissions to maintain activities that 


range from a riding club to a drama playhouse 





MOVIE “MUST” 

Practically a fixture in the larger cinemas, cup ma- 
chines provide the speedy service needed to serve crowds 
during show “breaks.” Branded beverages attract 10c 
trade for this ColeSpa. 
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SECOND” BOX OFFICE 

With snack revenue an important factor in today's the 
atre earnings, soft drink vending helps keep many a 
house out of the red. 





FC ason segment of the “At Play” vending market 


is the country’s 17,000 motion picture theatres, 


Which make up one-third of America’s amusement 
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enterprises and do two-thirds of the entertainment 
business. Despite inroads on the box office made by 
television in some areas, weekly movie attendance is 
around 70,000,000 


estimated to currently run 


patrons, and checks have shown that 1 out of 5 
cinemagoers will purchase an available soft drink 


as refreshment. 


The rise of drink vending in movie houses is 4 
part of the post World War II theatre policy of ob- 


taining “extra profits’ by catering to the ticket- 
buyer’s desire for a snack. A survey by the exhibitor 
journal “Boxoffice” showed that 69°/ of all respond- 
ing indoor motion picture theatres now market soft 
drinks, and, of these houses, 88°, handle carbonated 
and 39° non-carbonated thirst-quenchers. On an 
overall basis, 37°; of the picture palaces utilize cup 
vendors and 7° feature coin coolers, with the bottle 


machines found in small, non-circuit cinemas. 


The number of admissions is the determining 
factor in beverage sales in a theatre, though seating 
capacity and hours of operation are key considera 
tions, as well as the type of audience and manage- 
ment. Top volume locales for soft drink vending are 
the %,000 houses with more than 500 seats; and it’s 
worth noting that the 30°; of U.S. theatres, located 
in cities with over 50,000 population, account for 
16°; of the industry’s seating capacity. Circuit 
managements appear to be more beverage-profit 
conscious, With 79°; handling soft drinks as against 
60°, of the independents. Applying the size yard- 
stick, smaller houses are less apt to sell thirst- 
quenchers as the “Boxoffice’ survey indicated that 
14°, of the cinemas with less than 500 seats do not 
merchandise soft drinks. 


Functioning as a “silent salesman” on its own, all 
through the rush and slack periods of the 10-hour 
day that the typical movie house is in operation, the 
compact vendor, occupying minimum floor space, is 
well-suited to the needs of the average urban the- 
atre. Management has found that the majority of 
soft drink sales are made to patrons leaving the the 
atre, but the average house shuts down its conces 
sion stand soon after the last show starts —not only 
because few counter sales are made after that time 
but because, in a number of states, female employees 
may not work after 10 P.M. A machine, still on duty 
at midnight, pulls patronage from the existing audi 
ence that the closed snack stand would otherwise 


lose. 


Most managements have no financial stake in cup 
vending equipment, permitting it to be placed on 
location on a percentage basis, and a number of 
bottlers are active in these operations. In many of 
the larger cities, a 10c¢ cup drink price is now pre 
commissions ranging from 35-50%, 


valent, with 


though there has been a trend to cut this down. In 


smaller cinemas, coin coolers are generally sold out- 


right to the theatre owner. The Dr. Pepper Bottling 
Co. of Winston-Salem, N. C. has bracketed a paper 
cup dispenser to the front of a 4-case coin cooler in 
a local cinema. Patrons can pour their drinks into 
cups if they care to consume Dr. Pepper away from 


the bottle vendor. 


Playing a starring role in the sales registered by 
theatre refreshment facilities, soft drink vendors 
have become a top profit-puller at the “second box 
office’. Bottlers have become aware that machine 
sales in cinemas not only offer an immediate outlet 
but provide a valuable medium for advertising their 
product. With soft drinks a major item on the movie 
refreshment bill-of-fare, present trends indicate an 
increasing use of vendors in indoor motion picture 


theatres. 





4. Grocery Outlets 
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W vx it’s no news that the bulk of bottled drinks 
sold for home consumption is channeled through 
the country’s 300,000 grocery outlets, such sites 
have now become important vendor locations, pull- 
ing on-premises impulse sales from thirsty shop- 
pers. As in gas stations, the automatic merchan- 
disers have been replacing open-top coolers in most 
of the larger food stores, since the coin actuated 
drink 


sumed and requires no manual sales help. Coca-Cola 


drinkbox insures payment for every con- 
has ascertained that 75°; of its plants’ regular busi- 
ness is registered in food stores, eating places, and 
service stations. Customer merchandising tests in 
groceries showed that the addition of carton racks 
upped sales 28°7, and, when bottle vendors were 
then installed, volume rose another 31%. 

With self-service and partial self-service revo- 
lutionizing merchandising in better than 50% of 
these sites by having customers make their grocery 
basis, the drink 


selections on a ‘“‘see-and-touch”’ 


machine is proving that “sampling is tasting.” 
Many a shopper who drops a spur-of-the-moment 
coin into a vendor for a thirst-quencher, is then 
reminded or influenced to take home a carton or 
case of drinks. Outlets now feature beverage dis- 
plays built around the vendor, and some large locales 
house several machines, strategically spotted around 
the floor. 

Cream of the grocery market locations are the 
booming 14,250 super markets serving 83 million 
people each week, and producing about ten times 
the dollar sales of the average food store. These 
larger sites pull from 25,000 to 50,000 customers 
a week, and shelve from 1,800 to 3,000 different 
items in their gondolas. To make soft drinks a 
“standout” among this mass vf products vying fo 
consumer attention, groceterias have found it both 
practicable and profitable to give automatic mer- 
chandisers a definite sales-building role, with ven- 
dors serving as “Shopper Stoppers,” providing a 
sampling. In Baltimore, Md., for 
Fair chain has a multi-drink 


form of paid 
example, the Food 
ColeSpa cup machine in each of its 17 stores, with 
Pepsi-Cola featured as the “lead” beverage and 
Marbert Product flavors starred as alternate selec- 
tions. In Philadelphia, Hires Root Beer flasher signs, 
placed atop vendors, boost both on-premise and 
take-home sales. 

As grocery outlets are individualistic for the 
most part, there is no tried-and-true vendor pattern 
in such sites. Both single-flavor and selective units 


are widely used, and some stores employ both types 





SUPERMARKET SUPER SERVICE 

In this Dallas outlet (left, above) a Vendorlator helps 
sample patrons, encouraging purchases of take-home 
cartons. Coin cooler serves as focal point of display to 
attract buyers’ attention. 


SHOPPER STOPPER 

A Westinghouse machine (left. below) serves as a shopper 
“oasis” in this supermarket. Stores find refreshing drinks 
relax patrons, put them in a buying frame of mind. 
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of equipment installed by rival bottlers. While a 
large number of outlets prefer to own the vendors, 
others rent them on a per case or flat (weekly or 
monthly) rate basis. Coin coolers dominate in this 
market, but cup machines are making progress in 
the top traffic locales. Use of a large-capacity or 
moderate volume vendor will naturally depend on 
the amount of floor space available, as well as the 
store traffic. In many areas, outlets remain open 
one evening per week for late shoppers, and major 
drink machine trade is registered then, as well as 
on the bustling weekend. 





OUT OF THE WILD BLUE YONDER 

Personnel at Floyd Bennett Field. Brooklyn Naval Air Sta- 
tion, find Soda Shoppe units a handy supplement to 
manual PX facilities. Multi-flavor machine functions day 
and night. 





5. Military Installations 
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RELAXED AND REFRESHED 

Vendor at hand, this GI enjoys a cold bottle while watch- 
ing a TV program in company dayroom. Mills machine's 
profits help underwrite off-duty recreational programs. 
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4s Armed Forces strength nears its build-up 
goal of 3,500,000 troops in uniform, military instal- 
lations around the country have become a major 
soft drink outlet. Sales are regulated through the 
individual Services by Exchanges (PX’s), which, 
in addition to operating over-the-counter facilities, 
also contract for the placement of vending ma- 
chines as a supplementary retailing medium. Due 
to the rapid expansions taking place in the post- 
Korea period, Armed Forces locations have made 
accelerated use of automatic merchandising, provid- 
ing the bottler with a tailor-made opportunity to 
build ‘‘plus”’ 
ability. 


volume via increased vendor avail- 

At army posts and air force stations, PX’s oper- 
ate under the staff supervision of the Army & Air 
(A&AFES). With the 


average soldier and airman spending around $238 


Force Exchange Service 


a month on PX items, 12°. or about $2.75 of this 
total is categorized as bottle beverage sales. Actual 
purchasing and contracting is channeled through 
some 165 Main Exchanges in the continental U.S.., 
which buy for their own posts as well as several 
times that number of smaller “satelite” sites in 
their areas. Shore-based Navy Exchanges (formerly 
known as Ships Service Stores) dot both coasts 
and include inland naval air stations, depots, ete 
and 130 such sites fall under the jurisdiction of 
the Navy Ships Store Office, Brooklyn, N. Y. The 
Marine Corps has some 50 Exchanges of its own 
around the country, but these function indepen 
dently of any supervisory authority. 

Vending machine placements at army and air 
force installations are covered by form contracts 
published by the A&AFES. Generally operating on 
a rental or commission basis, soft drink equipment 
placements are covered by a written agreement be 
tween and local PX officer and the bottler, and 
after being approved by the post’s commanding offi 
cer, these contracts must receive a final OK trom 
A&AFES offices. Vendor 


profits help the Exchange underwrite some of the 


one of the five regional 


cost of on-base off-duty recreational activities. 
Soth bottling plant and vending machines mays 
be subject to inspection by the post veterinary offi 
cer to insure that they conform to prescribed sani 
tary standards. Since PX’s are designed to “ser 
“sell” the GI, 


permit sales promotion or point-of-purchase adve 


ice” rather than Exchanges do not 
tising. However, brand display is authorized where 
“utilitarian,” and the drink vendor, serving as a 
“dispenser,” can carry a bottler’s brand insignia 

While coin coolers dominated the military scene 
during World War II, cup machines have made con 
siderable headway in Armed Forces sites during 
the past two years. Many camps now feature both 
types of equipment, using cup vendors in top traffic 
sites and bottle machines in other areas. For ex 


ample, Camp Kilmer, New Jersey, large East Coast 


induction and embarkation center, has 12 multi- 
flavor cup machines and over 50 single-drink coin 
coolers in operation. Vendor placement follows the 
population pattern created by a particular post's 
military function (reception center, training center, 
school, staging area, depot, etc.), though any site 
where troops do not have ready access to the PX 
may be a good spot for a drink machine. Day rooms, 
off-duty 
periods, have proven good outlets for the moderate- 


where military personnel relax during 
sized bottle vendor. 

Automatic merchandisers are particularly well 
suited to air bases, where facilities are generally 
dispersed and the nearest PX may be a mile or 
more away from the airman who wants a thirst- 
quencher, At Lackland Air Force Base, San Antonio, 
Tex. Bireley’s, Seven-Up, and Coca-Cola coin cool- 
ers all draw heavy patronage. Vendors, strategically 
spotted in hangars and workshops around a field, 
have generally created plenty of impulse patronage 
by making soft drinks conveniently available. It’s 
worth noting that better than half of Armed Force 
personnel are in the under-21 bracket, a formative 
age period. Service-acquired consumption habits, 
stimulated by vendor availability, may well carry 
over into fixed beverage buying patterns when these 
men return to civilian life. 

Bottlers desiring to solicit locations at military 
sites should arrange appointments by phone or let- 
ter with the Exchange officer, as military sites are 
security-conscious and refuse admission to unknown 


personnel, 





6. Hospitals 


Wry hospitals were once regarded solely from 
the viewpoint of their convalesciny clientele, such 
sites are now viewed as automatic merchandising 
outlets serving the million staff employees who work 


there, as well as outpatients and innumerable visit- 
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the ultimate in price change versatility 





} Handles 1c-5c-10c-25c all through one coin 
inlet. 
{ Converts quickly (on location) from 5c sale 
to 6c-7c or 10c-lLlc-12c, etc. 
{ Instant plug-in interchangeability with all 
' other NATIONAL electrical coin control 
units. 
{ Foolproof: If penny not inserted first all 


coins automatically return. 

{ Complete with NATIONAL’s new 4-in-1 
slug rejector. 

{ All this in addition to other exclusive advan- 
tages of the popular NATIONAL Simplex 
changer. 


To guarantee yourself quick and efficient conversion 
to odd cent sales. You can be sure only when using 
complete National -Rejector Assemblies. The initial 
demand is expected to exceed production. Immediate orders 
advised. Contact your vendo, manufacturer or one of 


NATIONAL’S service offices. 


NATIONAL |,/|/REJECTORS.. 


FOR SERVICE AND SALES, CONTACT THE FOLLOWING OFFICES: e 
WOODSIDE, LONG ISLAND, WN. Y., 39-30 61st St.—Phone: ILlinois 8-6302 5100 San Francisco Avenue 


CHICAGO 39, ILL., 4907 W. Fullerton Ave. — Phone: NAtional 2-3614 2 
LOS ANGELES 6, CALIF., 2309 West Pico Blvd.—Phone: DUnkirk 2-5772 LCONTRELS) St. Louis 13, Mo. 




















HOSPITAL HOSPITALITY 


There’s a cup drink market in many a large institution. 
and here patients have a choice of brands from two ma- 
chines. Units are well patronized by visitors and out- 
patients who come to clinics. 





ors. Playing an increasing role as one of life’s neces- 
sities, the nation’s 6,637 hospitals admitted over 1&8 
million patients in 1951, while close to 40 million 
used clinical facilities. Back of this medical boom is 
the U.S. population increase, the growth of hospital 
insurance programs; and the trend towards deliver- 
ing more babies in hospitals (1951 produced the re- 
cord total of nearly 3 million hospital births). While 
hospitals have been concentrated in urban areas, 
federal aid programs are stimulating construction in 


rural sections. 


Institutions can be screened and selected as vend- 
ing locales from the standpoints of service rendered, 
physical size, and management. General, or all-pur- 
pose hospitals, account for 74° of the country’s 
sites, and better than a third of these are in the 100- 
or-more beds category. These institutions admit 
93.67 of all reported patients, who stay an average 
of 10.1 days. Characterized by control, 2,121 hospi- 
tals are run by non-profit organizations; 2,032 by 
county, state, and federal governments; 1,116 by 


church groups; and the remaining 1,386 are private 


Surveys have indicated that better than two- 
thirds of the country’s hospitals make soft drinks 
available to their staffs, visitors, and patients. Bottle 
and cup vendors placed in waiting rooms, corridors, 
nurses’ quarters, employee lounges, etc. can produce 
good volume. With the average hospital limiting 
visiting hours, as well as the number of visitors who 
may see a patient at any one time, friends and re- 
latives of patients are often obliged to spend time in 
a waiting room. Out-patients, who come to use the 
clinical facilities operated by 2,790 hospitals, make 
up another large group found in the waiting rooms. 
With time on their hands, both visitors and out- 
patients provide plenty of impulse patronage for a 
strategically spotted drink vendor. 
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A bottler wrote: 


“"Cole-Spas are doing a fine 
job in Chattanooga. All 

are producing at least 200 
drinks a day - and several 
are doing over 500: Opera- 
tion is excellent and there 
have been no service diffi- 
culties. We appreciate your 
splendid cooperation." 


Lime Cole Co. 
Chattanooga, Tenn. 







Because of Cole's liberal fi- 
nancing terms, small bottlers 
as well as large can take crm 

x 


@ omancsr © 





advantage of the increased 







location profits Cole-Spa cup 






dispensers provide. Why not 


try a Cole-Spa yourself —on 







the Cole FREE 30-DAY TEST? 
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World's Largest Manufacturer of Cup Drink Dispensers 


Executive Offices: 39 South LaSalle St., Chicago 3, Ill. Offices in all principal cities. 


In Canada: Cole Products Canada Ltd., Toronto. 


January, 1953 


Of the approximate one million hospital em- 
ployees, nurses are the dominant group, and with a 
high patient census and an acute labor shortage, 
most institutions make every effort to attract and 
hold such personnel, In seeking to improve working 
conditions, they provide lounges and recreation 
rooms which have produced good vendor volume. 
Hard pressed for funds, hospitals welcome vending 
equipment on a rental or commission basis, since the 
machines require no capital outlay. Most of the 1,200 
Schools of Nursing operate in conjunction with hos- 
pitals, and these classroom areas also serve as auto- 
matic merchandising outlets, along with the nurses’ 
residence buildings. Profits generated by machines 
in such sites are frequently earmarked for a Nurses’ 
Welfare Fund, though some hospitals use coin mach- 
ine earnings to offset cafeteria overhead 

Cup machines are usually located in a key traffic 
area within the larger hospitals, such as the lobby 
or Waiting room, while bottle coin coolers, rented on 
a per case basis, can be found throughout the vari 
ous types of institutions. (Many use both types of 
equipment.) To match hospital decor, some mach- 
ines have been finished in all-white. Since the staff 
lietician must frequently pass on the merits of all 
beverayes dispensed in the hospital, the bottler 
soliciting such sites can save time and effort by hav- 
ing an analysis of his soft drinks (as to purity of 
ingredients, caloric and vitamin content, ete.) 


readily available. 
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7. Airpeae’ © 


a high amony terminal locations for vend 


ing are the country’s 6,236 airports, modern market 
places of the Air Age. In contrast to other trans 
portation sites, the airfield is often located in an 
outlying area and its refreshment facilities are the 


only ones available to airport traffic. Higher U. S 
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NOW! sorte sireveys 
NON-CARBONATED DRINKS 


ON YOUR CARBONATED EQUIPMENT! 


Method Provides Quick Low-Cost 
Way To Additional Volume 


| ge on your regular carbonated equip- 
ment—you can bottle Bireley’s non- 
carbonated fruit flavors... 


pasteurized for purity 
and long shelf life... 
and free of benzoate of soda or any other 
preservative which would mask Bireley’s 
fresh-fruit flavor 
Now you can sell the thousands of people 
in your area who will not or can not drink a 


carbonated beverage, however good it is 
WHAT THE PROCESS IS... 


We call it: “Bireley’s Citro-Flash® Method 
of In-Bottle Pasteurization.” You mix and in- 
ject Bireley’s syrup into the bottle just as you 
do with carbonated drinks. Then you fill the 
bottle with hot water—at pasteurizing tem- 
perature —instead of carbonated wate! 


WHAT EQUIPMENT DO YOU NEED? 


All you need is a way to supply your line 


with hot water. For a Dixie, Burns, or com- 


parable equipment—a small water heate: 


does the work. For larger fillers, like the 


Cem, a larger—but still inexpensive — heate 
is used 

If you have steam available, a heat-ex- 
change unit will furnish your hot water 


BIRELEY’S 


A gasket has been developed which with- 
stands the heat when you bottle Bireley’s, 
and the pressure when you bottle your car- 


bonated line. 


WRITE NOW! 


This exciting new development in the soft 
drink industry can be mighty important to 
you...even to the extent of doubling your 
present volume! Let us send you complete 
details on this new process and the Bireley’s 
Franchise. Don’t put it off. Write us today! 





Orange + Grape + Grapefruit 


Berry + Pineade « Tomato + Chocolate 


DIVISION 


GENERAL FOODS CORPORATION 
1127 North Mansfield Avenue + Hollywood 38, California 
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income and low-cost passenger fares has been bring- 


ing more travellers to the airplanes, and last year 
the fields catered to over 20 million scheduled pas- 
sengers. Landings and take-offs were made by the 
country’s 60,000 private planes (used for business 
and pleasure flying), while nobody knows just how 
many spectators came out to the fields to absorb 
aeronautical atmosphere. However, spot checks at 
major airports show two non-flying visitors for 
every plane passenger, a ratio that climbs as high 
as six onlookers for each flyer at the smaller fields. 

A variety of soft drink sales media can be found 
at these sites, depending on their size, with the 
cup and bottle vendor ranging all the way from 
the sole refreshment source at small airports to the 
role of auxiliary sales units at large terminals, 
which have restaurants, snack bars, ete. Airports 
are generally rated according to the length of their 
runways, which govern the type of planes they can 
accommodate. More than half of the fields, or 3,869, 
fall into the Class I or less group, found in the 
smaller communities where they are used by pri- 
vate planes, flying schools, etc.; while the 9938 
Class II airports, with longer runways, can handle 
light commercial craft. Serving larger communities, 
573 Class I ports are capable of accommodating 
DC-3 and C-47 planes, and 801 Class IV-and-up 
fields handle the largest commercial aircraft. 

In placing vendors at a field, the bottler must 
check the plane traffic, passenger volume, visitors, 


etc., as well as other sources of available refresh- 


‘ment. Limited Stop airports are found in cities of 


30,000-300,000 population, and these Class II and 


III sites generally receive only a limited number of 
scheduled airline flights. Intermediate Terminals 





an i 
TERMINAL THIRST-QUENCHER 
Waiting in airports, passengers and visitors present a 


prime impulse target for strategically spotted cup vendors. 
Compact units are ideally suited to terminal floor space. 
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(Class IV fields) are important 






stops on the major lines, and some- 
times serve as the terminal points 






of domestic routes. Only a few sites 






rank as Major Terminals (Class 





V-and-up), located in metropolitan 






population points and tying-in with 






international transport facilities. 






Vending machines frequently of- 






ter the bottler a wedge to get his 






product into an airport. Coin cool- 






ers are standard equipment at the 







smaller fields, and in Cleveland a 
compact bottle vendor proved profit- 






able, even though most of its pa- 







tronage came from the half dozen 
mechanics at the Lakefront Air- 






port, open during summer months. 







At large sites, such as La Guardia 






Airport in New York, a half dozen 






cup units have dispensed over 4,000 


drinks on a single warm day. As 






a rule, airport management re- 






strict manual food catering rights 







to specific areas, such as the ter- 


minal building, permitting vendors 






to be spotted, as a separate field 





concession, in other sections of the 






airport, such as spectator areas, 






hangar areas, employee lounges, 





etc. In Chicago, special wall re 






cesses, set off by an overhead can- 


opy, are used to house vendors. 









In the case of coin coolers, a large 


number of these bottle machines 












have been sold outright to the 










smaller airports, though some are 







(_ ee 1D} 
{ Cutty JD 
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rented on a per case or flat rate 










arrangement. Cup equipment is 


generally installed on a commission 





basis, and has proven to be a reve 






nue producer for airport manage 







ments, which seek to spread their 





operating income over a broad base 
A 


trend in commission levels has been ; ee ate jy, *O x0 * bien lin indi 
/ e hos @ 1000 cup and 

2500 drink syrup 

; Cc 

volume For example, at Philadel ar’ capacity vends 4 

carbonated and 
phia International Airport (where a be 2 non-corbonated 
nickel drinks 


vended by one machine In a veal 









ot aviation sources recent 


non 
















the graduated scale based on dollar 







94,000 drinks were cup 
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Main streets of the booming a’ APCO, Inc. (Automatic Products Co.) 


250 West 57th St.. New York 19. N. Y 





3-DRINK MODEL 














tion industry airports offer bot has a 1000 cup and 
1900 drink syrup 
capacity — vends 3 


to capitalize on a vrowing Ame) carbonated, or 2 ' 
seats Same ig hi sei carbonated and APCO 
can trafhe site 1 non-carbonated 7 INC. (AUTOMATIC PRODUCTS CO.) 
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Gentlemen: Please tell me more about the 
1000 Cup Capacity Automatic 3-Drink and 
6-Drink SodaShoppes. 







tlers an A-l vending opportu! 















Name 





America’s Foremost Pioneers of Beverage Dispensers 
250 W. 57th St., New. York 19, N. Y. * Plaza 7-3123 
Regional Soles Representatives Throughout The United States 


Company 
Address 
ty 






Here’s the Lily vending line for 1953 


CUPS SPECIALLY MADE FOR EVERY VENDING NEED 
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No. 785 


This most popular .7 oz. 
size is a newly improved 
version of the automatic 
industry's first vending 
cup. Available in a 
variety of stock ¢csigns 
including new safety 
slogans. 
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Lily* Features 


© Precision Rolled Rims 

© Special Taper for Close Nesting 
and Easy Dispensing 

e Preheat Dry Waxing (of Cold 
Drink Cups) for Easy Separation 

e Interlocked Bottom, with Broad 
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Base on Hot Cups for Non-tip Write 
Landin for 
: Samples 
and 
LILY-TULIP CUP | Bron coe 
CORPORATION __ 
122 East 42nd Street, New York 17, N. Y. <a 
Chicago * Kansas City * Los Angeles * San Francisco * Seattle * Toronto in °T.M. Reg U.S. Pat. OF. 
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THEY'RE NEVER TOO YOUNG 


With today’s youngsters soon becoming tomorrow's home 
market, coin coolers in schools help set brand prefer- 
ences. Profits finance student activities. 





REFRESHER COURSE 


During a brief “break’’ between classes, students at 
Miami University pause at a Spacarb machine for a 
pick-me-up. Colleges welcome such installations to com 
plement overtaxed cafeteria facilities. 


0. a per capita basis alone, the nation’s educa 
tional sites offer bottlers a terrific automatic me? 


chandising potential. About 1 out of every 
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Americans, or over 33,000,000 students, registered 
in the nation’s schools for the 1952-3 sessions, and 
this population segment is a prime consumer of 
soft drinks. A record post-war birth rate, coupled 
with every-increasing educational standards, indi- 
cates peak enrollments for many years to come, 
and a growing number of bottlers are using vendors 
to tap this market. 

Top locations among such sites are the colleges 
and universities, with some 2,250,000 students. As 
a result of the flood of students studying under the 
GI Bill of Rights after World War II, many insti- 
tutions found their normal feeding facilities over- 
taxed, and welcomed coin coolers as an auxiliary 
refreshment service. Despite the current draft, 
student deferments have kept enrollments up to 
within 79% of pre-Korea levels, while the 2nd GI 
Bill of Rights should bring another flood of ex- 
servicemen to the campus. Both bottle and cup 
machines are in use in these locales, which rank 
as good soft drink sites. 

Depending on physical layout, traffic density, etc., 
peak vending locations are the student unions, ad- 
ministration and classroom buildings, dormitories, 
yvmnasiums, ROTC drill halls, ete. Off-campus 
outlets include fraternity and sorority houses; 
private rooming house; etc. Machine profits are 
yenerally paid into some student activity or wel- 
tare fund, and at Southern Methodist University 
in Dallas, vendor earnings paid for the purchase 
of a television set for a dormitory. 

About 6,000,000 students are enrolled in the na- 
tion’s high schools, with private and_ parochial 
schools accounting for about 10% of this registra- 
tion. Though some territories have adopted definite 
anti-vendor regulations, the majority of bottlers 
rank high school sites high on their coin cooler 
outlet lists. Placement permission must be obtained 
from some official, such as the principal, nurse, or 
dietician, and it’s wise for the bottler to present a 
product analysis that will rebut mistaken concepts 
about a drink’s content and “sell” the product on 
dietary basis. Many high schools tie-in their lunch- 
room programs with classroom nutrition studies, 
and drink vending installation should be keyed to 


this educational approach 


Secondary School Approach 


In soliciting this type of location, the “profit foi 
the school” theme appears to be the most successful 
current approach, as many schools are in need of 
revenue for extra-curricular activities, and the au 
thorities are showing an increasing interest in 
methods that can provide a new source for funds 
Other presentations center around “service”, “the 
rest period value”, “product qualities”, and “paren- 
tal approval”. In Rhinelander, Wisc. the Coca-Cola 
Bottling Co. found a sound public relations program 


worthwhile in winning the confidence of the local 
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SPACARB PROTECTS er 


YOUR BRAND NAME 
with SELECT-O-CARB* 


AWAD \ 


ONL 


our exclusive, patented Dual Carbonation Feature! dpy 





c Like the massive gates that guard our granse 
, ust? 
country’s gold resources at Fort Knox, dy 
Spacarb is dedicated to protecting =a, 
your most valued possession, your 





brand name. 


Equally important, it enables you to 
increase your profits by adding the 
world’s finest cup drink equipment... 
the Spacarb D-53 series. 


With Select-O-Carb*, you can vend 
both high and low carbonated drinks 
from the same Spacarb unit. You pro- 
tect the quality of your own brand 
by setting, in advance, the carbona- 
tion it should have in the cup, and 
then set other flavors at a higher or 
lower carbonation. 


Select-O-Carb* is just another one of 
the many reasons that Better Bottlers 
Buy Spacarb when they buy cup 
drink equipment. 


SPACARB. Inc. 


375 Fairfield Avenue, Stamford, Conn. 


AMERICA’S OLDEST MANUFACTURER 
OF AUTOMATIC BEVERAGE DISPENSERS 





Se ee ee ee 
*pat. applied tor 
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PROVES MONEY-MAKER N EW ZEPHY R 


FOR BOTTLERS VER ee :t-)-) | 4 


with Removable 
. Steel Rack Pallets 













LOWEST LEVEL REMOVABLE 
RACK PALLET BODY BUILT 


Here is a new pallet type body that makes loading and unloading faster, easier and more economical. 


It saves time, it saves labor, it makes money for the bottler. 


Exclusive feature is the removable steel rack pallets that offer all the advantages of palletized han- 
dling without penalizing the man on the delivery route. Every case is easily accessible—easy to 


move, to add or to transfer. No need of restacking the load to make room for empties, ever. 


It eliminates stacking one case on another—does away with chipped locking rings. No damaged 

crowns, no chipped bottles. Made of hi-tensile steels, all electrically welded, Specialty designed to 
reduce body weight and cut operating costs. The only palletized body designed for automatic load- 
ing and unloading—with Specialty designed Bottlematic equipment. 


ZEPHYR BODIES 


Check up—bottlers all over the world will tell you that Zephyr Bodies are the best constructed, long- 





est lasting, most economical bodies to own and operate.—For open rack or pallet bodies, write to 


Specialty today. More than 40 years of experience at your service. Write for Free Catalog. 


SPECIALTY ENGINEERING CO. TORRESDALE & PENNYPACK ST. PHILA. 36, PA. 
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Parent Teachers Assn. (PTA). When a controversy 
developed over whether or not the vendor in a 
local school should continue to operate, a PTA 
yroup successfully urged its reinstatement, with 
the school’s profits earmarked for pupil dental and 
eye aid. A Mills coin cooler, placed in the recrea- 
tion room, serves the students—as well as adults 
attending community activities carried on in the 
huilding during evening hours. 

As in colleges, vendors in high schools are gen- 
erally placed on a per case rental basis. Unless 
there is a summer session, many bottlers tempor- 
arily shift this equipment to warm-weather amuse- 
ment locales during the vacation period. Income 
from vendors is generally welcomed as a source of 
funds to offset cafeteria operating deficits, or to 
help finance athletic programs, etc. The Kist Bot- 
tling Co. of Sacramento, Calif., has found rural 
schools a good coin cooler outlet, with sites aver- 
aving about 15 cases of Kist products during the 
five day week. Students re-stock machines at a 
prescribed time each day. 

Vending in school sites is important because it 
not only produces immediate volume, but influences 
youthful tastes and buying habits that will develop 
into the backbone of tomorrow’s take-home trade. 
As a location, educational outlets hit their peak 
activity during cool weather periods, offering the 
bottler an A-1 off-season locale that can generate 


“plus” vendor volume when it’s most needed 





LOCATIONS UNLIMITED 


In addition to those 8 major vend- 
ing markets discussed in the preceding 
article, there are numerous outlets 
where bottlers may find profit-produe- 
ing locations for both bottle and cup 
machines. Here are some of the sites 
that have become standard: 


Amusement Parks Laundries 


Banks Launderettes 
Barber Shops Motels 

Beauty Parlors Office Buildings 
Bowling Alleys Parks 

Bus Stations Parking Lots 
Cigar Stores Public Buildings 


Department Stores Railway Stations 


Drug Stores Variety Stores 
Garages Warehouses 
Gymnasiums YMCA’s 
Hotels Zoos 
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Proper Records Essential 
4S N ANY OTHER PHASE of 7 « e 
a. ices mi soe aio to in Vending Profits eee 


successful vending. This article details pro- 
cedures utilized hy the Seven-Up Bottling Co. 


























of Waterloo, Ta., one of the key plants in the Type Machine Ideal Selective - Model 70-B ____— Cabinet Number = 70 GB - 1372 ; lier 
Maher Management Corp. chain, to make coin Date Purchosed August 8, 1952 from Ideal Dis; eneer, Bloomington, Ili. _ 
coolers a profit producing element in the over- Cost $248.52 plus $6.17 Freight = $254.69 Com Key 1 MDP Full Key ABT 32 
all bottling operation, ae se —— : cei A. 
Date Sold §6=September 1, 1952 ; _ Yo Bell Super Service, Waterloo, Iowa 

~ 

We uerane you have one vendor or one thousand, _Seiing Piteo $295.00 _ Oe re _— is GE Elect. #7 Vole $100.00 
records are a must in automatic merchandising.” Se ae, ; Scanian ee a sails 

That’s the view of the Seven-Up Bottling Co. of 
Waterloo, Ia., which has installed several hundred REPAIR RECORD 
coin coolers in its industrial-agricultural territory on a —— - loos Pap aa an ee ee ror Repeirmen 
This plant both rents and sells vendors, with about aes | 
65°, of the units out on rental. Five, six and ten- 9-30-52} Install mew circulating fan 9 | 75 Howie 8. 
cent coin mechanisms are in use, and coin coolers } | 
rent for 15-20 cents per case dispensed, depending 7 | 
on the outlet. Where equipment is sold outright, = r 
it’s generally on a time-payment basis of one-third ——--—--——-- eamisaitat , 
down, and the balance in 18-24 monthly installments. a noe aojaaa t 

Developing its record system through the process | 
of trial-and-error, the Seven-Up Bottling Co. has 
devised a 5x8 card (Form No. la) that serves as = f | 














a “master control” for every machine. Several addi 
LimcOL.m Peess watse.oo owe 











tional forms feed information to this record file, 
where all data ties together to present a central FORM NO. 1A 


source of accurate up-to-the-moment facts. As soon 





as the firm receives a manufacturer’s invoice cover- 






























































ing a shipment of machines, the master card is set PLACEMENT RECORD 
up for each coin cooler, providing a complete record sosidaiaes ieee Date, is tin asiadeiitiihed his ial 
from the moment it reaches the plant. This basic in- ——_—_—__—_——_- fp + — 4+ ——————$ 
formation includes a general description of the Acme Manufacturing Co. - Waterloo 1952 1-19-52 6¢ 2728 §-]15-52 
individual machine— type, cabinet number, data of Our Warehouse 1952 §-)15-52 6-13-52 
purchase cost, ete. 7 os . o ‘ 
sigan Johnson Shell Service - Waterloo 1952 6-13-52 10¢ 54 8-27-52 
Noting the cabinet number is particularly im ; 
— :, eas Our Warehouse 1952 8-27-52 
portant, as it is the only means of positive identi- . 
fication of each individual vendor. It’s also essential 
in reckoning the machine’s cost, since all units of . 
the same type do not cost the same amount (due te 
changes in manufacturers’ list price, freight diffe. CASE SALE RECORD 
entials, different type coin mechanisms, etc.). Re | 
; ; Location Feb. | Mar. | Apr. | May | June | July | Aug. | Sept.| Oct | Nov. | Dec. || Total 
cording the coin key and fill key numbers has proven a si pemanenedancanedanimandieenatenedl ae 4 } Mt 
a valuable time-saver, as a repairman, going out Acme Manufacturing Co. 3¢ 42 |47 49 | | | 198 
a service ¢: e y check the card file to és | ° De ‘ 
on a se! ice . ill, need Onn check ‘ Johnson Shell Service | 1952 | 17| 36 | 28 | | | | 81 
determine which keys he’ll need to open the ma | 
° : | | i 
chine. Purchase and selling dates are also impor f | i } | 
tant since this information can mean the differ f i | | | 
ae 
ence between a short and long-term gain (for in j I | | | 
come tax purposes) on capitalized vendors. Seven-Up | | | 
. bd vw | 
Bottling records to whom the machine was sold and | 
; | | 
the price, as well as the value of any trade-in re- t t 
. . ° | | | | | | 
ceived. Whenever a trade-in has been accepted, a J. } i | | } i | 
card is immediately established for this machine FORM NO. IB 
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TAKE A LOOK AT 


the finect crown nade 


BURR-FREE EDGES 


clean-sheared shells 


ae minimize scratching. 
—%. HIGH-BAKE VARNISH -saeagitenaaae 


’ a glass-hard finish 
highlights colors, 


& defies scratching 
, 










































CONTROLLED 
ADHESIVE 

no surplus albumen 
on skirt to form dust 
or invite corrosion 






UNBROKEN 
INSIDE 
LACQUER 
fracture-free film 
resists corrosion 
at inside of skirt 











SPECIAL 
PLATE 

uniform tin coating 
combines corrosion- 
resistance, good looks 


oo 
’ 
Poy 





DE LUXE 


LITHOGRAPHY 
PRECISION- master craftsmen 
CENTERED SPOT work with advanced 


‘quipment ¢ Ocesses 
your choice of spotting equipment and processes 


material, perfectly centered, 
insures carbonation retention 


AG TAKE A LOOK AT BOND SERVICE 100! 


BOND CROWN & CORK CO. 





A SUBSIDIARY OF CONTINENTAL“CAN COMPANY, INC 
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showing all pertinent information as to date, 
price, ete. 

The lower half of the master card is given over 
to a repair record in which only major on-location 
repairs are entered. This is done to determine the 
major cause of breakdowns, and furnish a “life 
history” of each machine. For example, if a unit 
“burns” out successive motors, it would indicate 
that a check should be made on the electric line 
voltage. The repairman turns in a Service Report 
(Form No. 2), and this information is posted to 
the master card. 

On the reverse side of the master card (Form 
No. 1b), printed flip-flop fashion, is a placement 
record, where continual data is kept on the location 
of the vendor. When a machine is received from the 


manufacturer, ‘“‘warehouse” is inserted as the loca- 
tion, as well as the date and type of coin mechanism: 
and the card is held until that vendor is placed on 
rental or sold outright. If the machine is rented, it 
is shown as removed from the warehouse and into 
an outlet on the same day, with the rental amount 
noted. In the event a coin cooler is on location, and 
then it’s decided to change the coin mechanism (for 
example, from 5 to 6 cents) and rental rate, the 
vendor is recorded as removed from location and 
re-installed with this new information added. 

The bottom half of the master card (Form No. 





Date _ 9-30-52 





Oeal wr Vendor 
Services Report 

Dealer _5ell Super Service 

AMdareee Waterloo, lowa 














Type jdea} 70-5 Bamber 7008-1372 
heason for Service Time _ 30 Min. 


Not cooling properly. 


Repeirs Kade 


Replace circulating fan. 


Parts Used 


New circulating fan. 


Service Mar Howie S, 














SALES OFFICE LOCATIONS NEW YORK, NEW YORK WILMINGTON, DEL MILWAUKEE, WISC NEW ORLEANS, LA LOS ANGELES, CALIF. 
SAN FRANCISCO, CALIF CINCINNATI, OHIO 
MANUFACTURING LOCATIONS VIOMESTEAD, PA NEW ORLEANS, LA WILMINGTON, DEL LOS ANGELES, CALIF MILWAUKEE, WISC 


FORM NO. 2 
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Ib) contains a case sales record, indicating the 
exact volume this machine has vended in an outlet. 
The reverse side of salesmen’s daily route reports 
show the number of cases sold to vendor outlets 
for the day, as well as the name of the account; 
and a pin point sheet is used to summarize this daily 
information, posted daily. At the end of each month. 
coin cooler sales are totaled by accounts, posted to 
the master card, and subsequently totaled for the 
year. 

In this manner, the Seven-Up Bottling Co. obtains 
a complete history of the case volume a particular 
vendor location has produced. It’s then a simple 
matter to develop a profit and loss statement for 
each machine on rental. Since trade-ins naturally 
vary in price for the same type of machine (due 
to condition, etc.) decal numbers are used to insure 
that all units are properly indentified. Thus, V-1 
would be the company’s designation for the first 
“used” vendor, V-2 for the second, etc. 

The master card file is set up in four sections: 
(1) Alphabetical tabs for rental vendors; (2) -Al- 
phabetical tabs for sold units; (3) Warehouse in- 
ventory; and (4) Warehouse bases, by section (serv- 
ing different parts of the Waterloo territory). By 
using the warehouse inventory cards at the end of 
the month, it is fairly simple to reconcile the in- 
ventory, after the actual counts (and cabinet num- 
bers) have been checked with the cards. When the 
machines on rental are capitalized, fixed asset sheets 








Date August 8, 1952 








Description 6 Case GE Electric 
Purchased From Bell Super Service 
Purchase or Trade-In Price _ $100.00 


Our Number E-7 








Description of repairs made 


Replace relay. 














Cost of Repairs $7.50 













TC PALE DRY 
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Signed) 


FORM NO. 3 





NEH!I! CORPORATION 
COLUMBUS, GEORGIA 
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on the JR. 
SIP PARADE 


There’s a certain sparkle and richness in that 
deliciously different NuGrape Soda flavor that just 
naturally appeals to youngsters, Give ’em a choice, and 


the odds are they’ll take NuGrape! 


If you’re interested in getting more than your share 
of the profitable “take home” market, tie in with 
NuGrape’s new children’s promotion. It can mean more 


carton and case sales for you. Don’t wait, investigate. 


f A Mae Grape 
: Compong 5 


mh CORP 


vos 8 


Georgia ob ae 


: Atlanta ' 














are set up (showing the cabinet numbers) and the 
word “Capitalized” is written in red next to the 
cost entry on the master card. In this way, the 
proper record is available (for tax purposes) if the 
machine is subsequently sold. 

A Vending Machine Installation Agreement is 
completed whenever a machine is installed on a 
rental basis. This written contract not only saves 
a lot of subsequent headaches as to disputes about 
rent rates, etc., but also serves us the basis for 
taking the machine’s master card from the “Ware- 
house” section of the vendor file; recording all nec- 
essary information; and then placing it in the 
rental file section. 

Another form developed by the Seven-Up Bottling 
Co., utilized when a machine is taken in trade, is 
the Trade-In Slip (Form No. 3). This is completed, 
except for the line “Our Number,” and then turned 
in to the office where a master card is established 
Since it is “used” equipment, the coin cooler is 
then assigned a decal number designation. The slip 
(Form No. 3) is returned to the vendor depart- 
ment and attached to the vendor, where it remains 
until the used machine is either rented or sold. A 
description of repairs made on equipment and their 
cost are also recorded on this slip. In this manner, 
the bottler knows for example that if a coin cooler 
was taken in trade for $100 and required $10 worth 
of repair work, just what basis to use for setting 
a sale price. 

In summing up its experiences in automatic mer- 
chandising, the Seven-Up Bottling Co. observes that 
no matter how good the forms in a record system, 
none will work unless accurate information is kept 
up-to-date with the changes taking place from day 


to day in the vendor operation 





DO THEY PAY THEIR WAY? 


“District managers, who supervise our 
routes, check sales records to determine the 
advisability of leaving rental vendors on loca- 
tion. Any machine not paying its way is 
studied with an eye towards alternate pro- 
posals. Used vendors with a lower deprecia- 
tion rate might be the solution for a slower 
outlet. Perhaps a smaller vendor could be 
the answer, or in many instances, a new ven- 
dor located in the same outlet stimulates more 
volume. Occasionally, the alternative may re- 
quire an increase in rental rates in order for a 
vendor to remain at a site. Should none of these 
possibilities prove effective, then, of course, 
there’s only one answer-——and that’s move 


the machine to a more productive location.” 


Seven-Up Bottling Co., Omaha, Nebr. 
J.G. Sawicki, Manager 
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Coin Coolers 
Boost Business 2.5% 





Asx AUTOMATIC MERCHANDISING register sales and 
ring up extra profits for the average bottler? 
A definite “Yes” is the answer made by the Barq’s 
Nesbitt Bottling Co. of Victoria, Tex. “Through 
increased sales produced by selective coin coolers, 
and the outlets we’ve retained that would have been 
lost without vending, we figure that at least 25% 
of our current volume is due to our vending machine 
program,” says Hugh Stanly, who heads the 
company. 

Serving a trading area of about 30,000, Victoria 
is a county seat situated 125 miles east of Houston 
While there’s some industry here, cattle provides 
the main source of revenue and cotton’s a leading 
crop. Back at the beginning of 1948, bottler Stanly 
found ‘‘too many accounts switching from open-top 
coolers to vendors,” and Barq’s Nesbitt decided to 
climb aboard the automatic bandwagon to hold its 
stops. In about four years, this firm has managed to 
put close to 300 Ideal coin coolers out on location, 
with gas stations and grocery outlets predominating, 
though its other sites include small factories, busi- 
ness offices, schools, churches, ete. 

Because the plant bottles Nesbitt’s and the full 
Barq’s line of root beer and flavors, it naturally 
turned to selective equipment. In addition, since two 
of its competitors feature single-drink machines, 
the multi-flavor unit proved to be a good competitive 
With the size 


and needs of individual sites varying widely, the 


talking-point in securing locations 


company has been using all of Ideal’s models, match 
ing small, intermediate, or large coin coolers to each 
stop’s traffic and floor space requirements. Cabinets 
are finished in a distinctive orange color to catch 
the eye and impulse purchase of potential patrons, 
while a Nesbitt’s insignia is given prominent dis- 
play. Based on the 80 cent wholesale case price, 
vendors are geared to nickel operation. 

When the company embarked on this program, 


January, 1953 


Mr. Stanly explains that it had “tno concerted plan 
We just hoped to sell the machines where we could, 
either for cash or on a time-payment basis.”” For 
a kick-off, it used personal contact and advertised 
in the local newspaper to produce initial leads. 
Word-of-mouth 
turned up additional outlets and slowly-but-surels 


comment by — satisfied locations 
Barq’s Nesbitt began to cover the region with its 
vendors. “We have found,” observes Mr. Stanly, 
“that after you get a few machines out in a small 
prospects will 


town—ours Is that type of territory 


call up or send in word to drop by.” 


Rental-Sale Placements Popular 


This plant has never gone in for an outright rental 
program, since it felt that the requisite investment 
would be too large for its resources. Instead, it 
concentrated on selling coin coolers to the outlets, 
either for cash; on a time-payment plan of 15‘ 
down and the balance paid out over an 18 month 
period; or a 3-year rent-purchase program that’s 
proven most popular. In pricing the vendors, a 
markup was added to cover installation and main 
tenance costs. To meet special situations, the Barq’ 
Nesbitt 


to fit an individual site’s needs. For example, there 


Sottling Co. has also tailored its policies 
are certain locations that do not care to own equip 
ment (such as some schools), and here coin coolers 
are installed on a straight rental basis of 10 cent 
per case. A few machines have also been spotted 
where management is solely interested in having 
soft drinks available, and, here the plant owns the 
vendors, provides this “service”, and retains all 
the money taken in. 

This plant is a strong proponent of the rental-sale 
type of placement, and has developed a program 
that’s proven quite effective. Based on a 3-year 
retirement plan, the firm installs vending equipment 


without any down payment, but an outlet contracts 








MEETING COMPETITION PLUS 


Unique is the word for this 3-machine service station 
location, but a selective Ideal vendor more than holds 
its own to compete successfully with rival single 
drinkers for patrons’ nickels. 








SALES STIMULATOR 


With grocery outlets prime vending sites, advertising 
and selling achieved by coin coolers have upped take- 
home as well as on-premises volume for the Barq’s 
Nesbitt Bottling Co. 





to pay off the cost of the coin cooler by renting it at 
the rate of 20 cents per case for a stipulated number 
of cases per month. This has been worked out by 
sarq’s Nesbitt to 430 cases annually for the Ideal 
55B, 550 cases for the Ideal 70B, and 690 cases for 
the 300K. Locations are billed by the bottler for 
one-twelfth of this yearly quota each month, with 


the rentals applied on the total purchase price 


Locations Service Own Machines 
During this rent-purchase period, the location 
loads the coin cooler and handles all cashbox collec- 


tions. However, title in the vendor remains with the 
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bottler, who maintains and takes care of the 

















































machine. The outlet is permitted to use one-half 


‘S FINEST 
crivh 
NS 


of the capacity of the selective vendor to handle 
other non-competing beverages (such as a cola), 





but rental payment is compuied on total drink 
capacity——not just the Nesbitt’s and Barq’s brands. 


Line of | 
\ Rental contracts with locations are taken by the 


QUALITY 
\ COOLERS bottler to a local bank, and discounted against the 
” 


LASTS 
LONGER 






Barq’s Nesbitt Bottling Co. endorsement. However, 





WATER FITTINGS the bottler continues to make all monthly rental 
collections from the outlet purchaser under this 


program, and then makes its own payments directly 


pemeed to the bank. At the end of the 3-year rental period, a 

Lg i when the outlet has paid out the cost of the coin 

MTN ee. cooler, the bottler then gives it a bill of sale for 

QUALITY NBT | DOUBLE the vending machine. (A standard service charge is 

COOLERS YOU Wii { = rome included in the purchase price to cover financing.) 

. tL r About 75% of this plant’s placements have been made 

CAN FIT INTO ; because of the “easy payment” appeal this rental- 
YOUR LINE and — sale system has had to location owners. 


SELL AT A PROFIT Bottler Stanly gives full credit for the success of 


the vending operation to sales manager and part- 


You sell quality, trouble-free cooling HEAVY DUTY 
in these electric units that operate ROLLER CASTERS owner Jim W. Kee, in charge of the program. 
wet or dry. In 3 sizes 4,5, 6ft - Driver-salesmen are taught how to adjust coin 
Unobstructed interiors. Baked Enam S mechanisms, but any major mechanical needs are 
| finish for beauty and sanitation : E 
3 4 Render your handled by the route supervisor. Only a handful of 
cooler mobile . 
for conven- coin coolers are actually loaded by routemen, as 
tence. 


the BEVCO Company, Inc. 


most outlets stock their own machines. Gas stations 
SEND FOR 
CATALOG G.-I 


3316-28 S. BROADWAY «+ ST. LOUIS 18, MO and grocery stores are ranked as A-1 volume locales, 





While Mr. Stanly reports that schools in the region 
are “pretty well covered,” and notes: “We particu- 


TREEN BOX 


24 BOTTLE 
BEVERAGE CASE 








larly like educational sites, and we try to keep our 


brands before the youngsters, since we feel that 


AMAZING TRIAL OFFER PROVES 
YOU CAN INCREASE PROFITS 


they’re tomorrow's adult customers.”’ 


Outlets Prefer Selective Units 


In commenting on the company’s success with 


Continental 
PENN Y that gas stations, in particular, prefer this type of 
D r & re) E bs Ss E R unit. “People travelling with children want flavors 


rather than the single brand offered in an ‘exclusive’ 






ES eee oe [deal multi-flavor equipment, Mr. Stanly points out 


distributors prefer Treen cot- 
tonwood beverage cases— 
the lightest weighthardwood. 
They're strong, durable, and 


<S 


j ' - y . , 
fine in appearance! And be RETURNS ACCURATE ODD CENT CHANGE type vendor. We have found that our selective 
cause Treen quality lasts : : 
longer, they're the most eco- P The Continental Penny Dispenser has proved itself vendor will do up to (0% of the business in a service 

P P the most practical method of increasing vending ° ° . 
nomical cases fo use. ne machine profits by making it possible to charge odd stat 10n or ¥rocery out let that also has a single-drink 


Illustrated from top to bottom: cent prices without any inconvenience to the cus machine. People dow n here like to have a freedom of 
4 bottle, slotted artition tomer. Releasing any number of odd pennies, the am . : 
2 P Continental Coles Dtesainer eardiie the costames choice and want variety. The attitude of the public 


beverage case; ' 
Senmmannen sey howe TENORS Nee PURE EEE WEN SNTy G SINGIe Con, 118 Ades and the dealer—definitely favors a multi-flavor 


case; 


not have to carry pennies to meet odd cent prices 





The Continental Penny Dispenser is very easy to model 


“QV 4 install, smooth operatin and simply adjusted to . . . . 
8-'/2 pt. bottle delivery peerage : Penner Sinery In evaluating the effect of the vending program 
case; 


on the Barq’s Nesbitt Bottling Co. operations, Mr 


release any number of pennies 





12 bottle beverage case. The success of actual users of 


: P sts states: “Wi ‘ar sales is vear over 
We will mandiesins cay the Penny Dispenser proves it to tanly states: “With carton sales up this year ove) 
type, style or size of bever- be the most practical and profit- last, we believe that this increase is due to the 
age case to meet your speci- able method of odd cent pricing. ublic finding our pr ‘ts wherever drinks are 
Reclaes, Un ot ohene AMAZING TRIAL OFFER P 9 pu lic finding o 7. produ s wherever drinks art 
JEfferson 5-4490 for prices. The Continental Coin Devices, Inc, is now making ; Continental Coin Devices, Inc dispensed and liking them well enough to carry 
© Gee Gt We 1S GP Ee Ee ee some home when purchasing their groceries.’ Cast- 
Penny Dispenser helps increase your profits with | _ fo , 7 : 
an amazing no-risk 30 day money-back-guarantee ental Pe re Dispenser 3 Ing a strony affirmative vote for the automatic 
AY MONEY BACK GUARAN F P . 
trial offer. Fill in the coupon or write today for | rFE TRIAL OFFER merchandiser as an effective soft drink sales tool. 
complete details and information : 
Mr. Stanly voices the view: ‘“‘We believe that : 
CONTINENTAL COIN DEVICES, Inc. JamnD | : ; 
TIOGA ano MEMPHIS STS., PHILADELPHIA 34 ar ee tae aia t naar vending program is necessary if a bottler is to stay 
\ ' Stat : = , ’ : verte = ” 
° CICERO 50, ILL. in business in today’s competitive market 
"Aces in Cases’’ FOR OVER 50 YEARS 1 
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, no sure-fire technique for obtaining 
vending machine locations. Like any other phase 
of selling, its largely a matter of “sweat and shoe- 
leather” getting out and personally — soliciting 
prospective sites to make a first-hand presentation. 
However, bottlers around the country have used 
any number of ingenious devices to draw attention 
to their automatic merchandising activities let 
ting the public and the location owner know that 
soft drink vendors are available for installation. 
Here are a few ideas that have been exploited suc- 
cessfully, and which may be adapted for use in 
vour territory. 


"Testimonials" Secure Sites 


The “satisfied user” is behind a promotional 
idea that’s produced coin cooler placemen'. for the 
Dr. Pepper Bottling Co. in Corinth, Miss. When 
a new vendor was installed in an outlet, bottler 
Cecil Murdock had a photo taken of the location- 
owner standing alongside the machine, and, if 
possible, one or two bystanders, drinking Dr. Pep- 
per. About 2 or 3 weeks later, Mr. Murdock re- 
turned to the stop and obtained a statement from 
the dealer on the machine’s sales performance 
along with permission to use this material in dis- 
cussing vendor sales with other coin cooler pros- 
pects. Assembling a group of these illustrated 
“testimonials”, bottler Murdock made up brochures 
which were provided to his salesmen. The men 
reported that “seeing is believing,” and these visual 
aids were quite effective in selling new outlets on 


the merits of automatic merchandising. 


Plant Visit Sells Schools 


When local manufacturers entertained over 100 
school teachers at a Business-Industry-Education 
Day in Rhinelander, Wise., the local Coca-Cola 
plant utilized the occasion to garner some nice 
publicity for vending. As the day’s program was 
keyed to the idea of showing educators the “in 
side” of industrial operations, this bottler chose 
the theme that: “Coca-Cola serves the Industrial 
Community by refreshing the workman the re 
freshed workman is a better workman.” A display 
at the bottling plant showed sample products manu 
factured in many of the factory locations where 
Coke is vended, highlighting the bottler’s role as 
a participant in the area’s industrial productivity 
Coca-Cola Bottling also put on an exhibit of the 
services it rendered to educational institutions, and 
called attention to automatic merchandising bs 
posting a list of the schools where Coke coin coolers 


are In use 


LOCATIONS 
















Blind Find Vending Stops 


An interesting method of soliciting new loca 


tions for coin coolers has been worked out by the 
Pepsi-Cola Metropolitan Bottling Co., Inc. in Pitts- 
burgh, Pa. Bottler Fred C. Sebulske arranged with 
the Pennsylvania Federation of the Blind to have 
that organization’s personnel solicit vending sites 
in industrial outlets, with the “per case’ vended 
commission being paid directly to the Federation 
Once the account has been successfully contacted 
by the blind, Pepsi-Cola sales supervisors assist 
them in making final arrangements for the in 
stallation of the vendors. In commenting on the 
arrangement, M. David Treatman, secretary-treas 
urer of the Federation, advised Mr. Sebulske that: 
“It is people in organizations such as yours who 
make our blind friends feel that with a bit of en 
courayement, there is nothing too difficult to strive 
for. Given enough time, I know the boys will be 


an inspiration to others and eventually should make 
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2 IMITATION 
GRAPE 
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Virginia DARE VIN-VIE 


(imitation grape flavor) 





Number One flavor of the Number One Flavor House... 
Virginia Dare's Vin-Vie . .. known, used, cheered by bot- 
tlers across the country! Virginia Dare Vin-Vie gives you a 
finished drink that gives folks a treat—which means it's 
a sure repeat! See how good imitation grape can be... 
Buy a trial gallon of Virginia Dare Vin-Vie and see! 


FE 


oe 


Bush Terminal Building No. 10 
Brooklyn 32, New York 








Representatives in Principal Cities 
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the entire project both satisfying and profitable.” 


Ad "Mines" Publicity 


While the use of coin coolers in mining regions 
has become standard, the Coca-Cola Bottling Co. 
of Clarksburg, W. Va., recently capitalized on this 
type of installation, to publicize its automatic mer- 
chandising activity. In line with a current sales 
drive to push the “Work Refreshed” theme and 
on-the-job consumption of Coke, the plant ran a 
newspaper ad which tied in with a vendor placement 
it had made at a local pit head. Illustration used 
showed a group of besooted miners, at the end of 
a hard day’s underground shift, pausing for thirst- 


quenchers before a pair of coin coolers. 








SPEEDY SERVICE 


Ability to deliver a selection of drinks at the drop of a 
coin is a “talking-point’ in soliciting sites where it's 
necessary to serve groups of patrons quickly. Here a 
4-flavor 6-case ChoiceVend (Central Tool Co., Hartford) 
fills the beverage bill-of-fare. 





Curiosity Sells Nehi Coin Coolers 


A number of southeastern Nehi bottlers had 
their driver-salesmen sporting a badge which car- 
ried the words “ASK YOU” in large red letters. 
Gimmick was the stimulant in a contest designed 
to arouse the dealer’s curiosity, get him to ask 
what the badge was for, and thus give the driver- 
salesman a chance to ask him any one of a series 
of questions that might be appropriate to the par- 
ticular outlet—and all designed to promote Nehi 
volume. Typical query to open a sales approach: 
“Why not purchase a big attractive RC coin cooler 
today?” Prizes were awarded to the men who 
marketed the most equipment during the contest 


period. 
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Mobile Showroom 


In upstate New York, the Pepsi-Cola Buffalo 
Bottling Corp. utilized a truck as a mobile show- 
room to carry its vendor demonstrations direct 
to the door of the prospective location. Securely 
strapped to the walls of the vehicle, and covered 
with pads to prevent damage while the truck was 
in transit, 3 of the drinkboxes featured by this 
plant were placed aboard. When a demonstration 
was desired, a 50-ft. electric line could be used to 
plug the machines into a nearby outlet—and the 
location-owner had a first-hand look at the cooler 
or vendor in on-the-spot action. 


Pay Envelopes Pull Location "Leads" 


A vending ad, imprinted on one side of payroll 
envelopes, has been used to solicit locations in the 


metropolitan territory controlled by the Coca-Cola 
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CAFETERIA AUXILIARY 


For the employee who wants a quick drink but doesn't 
care to wait in a cafeteria line, this Ideal coin cooler 
provides speedy service. 





Bottling Co. of N. Y. These carry a picture of a 
Vendo V-83, along with the message that: ‘You 
can have a Coke machine where you work within 24 
hours’ notice.” As a hint to management, the ad 
also advises workers to drop the envelope into the 
office suggestion box. A New York concern, which 
distributes pay envelopes free to commercial banks 
(who, in turn, supply their accounts), contracts 
for this type of advertising. This plan has been 
used before, based on the theory that a pay envelope 
is one of the most important things received by 
an employee, but the ad either plugged a savings 
account or was aimed at the ready-cash prospect 
for an electrical appliance. Coca-Cola vendor copy 
shows a smiling gal worker observing: “Glad the 
boss ordered a Coke machine! It’s great to work 


refreshed!” 
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Seven-Up national sales 
ave increased every 
year of its 23 years 

on the market! 








"“Ml-Famlly Drink’ 





SO Ue... 
SO G00)... 


So utlesome Jor 
everyone / 





THE SEVEN-UP COMPANY, St. Louis, Missouri 
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your equipment 


CLEAN 


in half the time 


Here’s the Oakite Steam-Detergent Gun 





—a low-cost cleaning accessory that 
works off your own boiler. It cuts plant- 
wide cleaning time in half... reduces 
Sanitation costs. 

Hooked up to your steam supply, the 
Oakite Gun gives you a powerful clean- 
ing combination of wet steam and de- 
tergent solution. You can regulate your 
mixtures and rinse merely by twisting 
a valve. 

The Oakite Gun not only eliminates 
costly hand-scrubbing, it also simplifies 
cleaning of high-level areas such as walls, 
ceilings. Gun is an excellent medium for 


Stripping paint, too! 


Save time cleaning... 


Bottle Washers 

Case Conveyors 
Filling Machines 
Closing Machines 
Carboys and Jugs 
Processing Equipment 
Floors 

Loading Platforms 


Garage Maintenance 


FREE —wichour obligation, your local 
Oakite Technical Service Representative 
will gladly show you how even unskilled 
help can save sanitation costs ... cut 
clean-up time with the Oakite Steam- 
Detergent Gun. Write Oakite Products, 
Inc., 20C Rector Street, New YorkG6,N. Y. 



























“Atma, : 


Technicat Service Representatives in Principal Cities of U.S. & Canada — 


cyaizeo INDUSTRIAL Clean 


OAKITE 


avic® 
mernoos * *** 


hea, 





































GOOD OLD DAYS 


Time was when a cooler was just what the name 
implied—a cooler. No brand _ recognition—no 
point-of-purchase reminder. A barrel sawed in 
two provided a leakproof container where ice and 
water combined to perform a specific function— 
refrigerate soda bottles. 





COIN COOLER DEBUT 


During the 20's and early 30’s, metal boxes with 
lids took the place of wooden tubs. By 1937, coin 
mechanisms had been invented to fit on top of 
these coolers. With ice used as a refrigerant (and 
even the first electric models employed a water 
bath) the horizontal shaped bottle vendor be- 
came standard. Product merchandising took the 
form of a franchise insignia on the side of the 
machine on the bottler’s trade mark. 
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UPRIGHT ON THE SCENE 


With electrical refrigeration fully established. 
some coin coolers took on a vertical shape. Pro- 
duced in volume after World War II, these upright 
units won favor in outlets where reduced floor 
space requirements were an asset. While their 
design permitted an eye-level trademark display 
enabling the product to be identified from a dis- 
tance, initially little effort was made to capitalize 
on this merchandising feature. 


POINT-OF-PURCHASE PROMOTION 


Within the past year, at least one large manu- 
facturer has applied point-of-purchase advertis- 
ing to new machines: (Left) A specially-framed 
colored sign, in a contrasting yellow against a 
red background, forms a striking and eyecatch- 
ing suggestion to buy. (Right) This machine, now 
on field test, decaps a bottled beverage and pours 
the drink into a cup. Cutaway effect permits the 
customer to see the operation—and product. Pre- 
liminary data indicates that this extra prodding 
for impulse purchases has the effect of boosting 
sales volume. With basic mechanical problems 
under control, vendor-makers now appear to be 
turning their thinking towards the application of 
new merchandising concepts. 





MACHINE OF THE FUTURE? 


To what extent drink vending will evolve, only 
time can tell. But it’s no industry secret that cooler 
design is more important today than at any time 
in the past, and ideas are in the drafting board 
stage that are bound to sell more merchandise. 
Here a design engineer has hazarded a peek into 
the future with a sketch of things to come. The 
Main Problem: To apply point-of-purchase sales 
suggestion subtly without disturbing operational 
efficiency, the pleasing lines of the coin cooler, or 
the favorable product association of the customers 
who will see and use the vending equipment. 


January, 1953 


What's so different "% 
about 


FROSTIE? | | 


It's @ little difficult to put your 
finger on the exact character- 
istic that makes Frostie such an 
outstanding root beer. Some 
folks get excited about Frostie's 




























smooth creaminess . . . others “d 

like the perfect balance be- 

tween carbonation and flavor. ( oe. : 
Now, how can you describe SS 
“flavor? It has to do with your / 
taste buds those little 


dinguses in your month that tell 
you instantly that Frostie's 


mighty satisfying to drink! 


Yes, as Frostie hits one = 
new market after another, } 
bottlers discover that their \ 
customers go for that ( ian | ‘ 7 
Frostie flavor. And Frostie c~! ?) j 
bottlers are cashing in on 

that rich, hearty, refresh y ~~ ise fl 
ing Frostie taste ee 














t f Ro, ns 
GUT ou 


12 FULL OUNCES! 


Stie 
COMPANY 


6424 Baltimore Nat. Pike, Baltimore 28, Md. 
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COINCHANGER CARE ASSURES 
*COMPLAINT-FREE" OPERATION 


Me xine the vending machine a truly “silent salesman”, coin changers enable automatic mer- 
chandisers to register an added share of “plus” volume. Since a large percentage of drink sales 
depend on spur-of-the-moment purchases, an inoperative changer can mean loss of sales that are lost 
forever. 

As the “cash register” for a coin cooler or cup machine, it’s good business to make sure that 
the changemaker has its own preventative maintenance program. With a few “spares” on hand to 
take their place, changers should be periodically replaced on location and taken back to the. plant 
for a checkover and cleaning-—a policy that not only means longer life for the equipment but a bonus 
for the bottler. Vendors and coin changers in A-1 operating condition mean fewer service calls, lower 
operating overhead, and more profit per machine. 

Coin changer maintenance is primarily a matter of “staying ahead of the dirt”. Cleaning 
schedules are dependent on such factors as the volume of trade registered by an individual vendor 
and the type of outlet (machines in certain industrial sites collect a great deal of grit and grime, 
requiring more frequent attention). These photos illustrate some basic procedures in cleaning and 
testing a National Rejectors’ unit. 


1. Coin changer is disassembled simply by using just a 2. Such components as the tube bar, coin chutes and 3. Heart of the changemaker is the rejector. which de- 
screwdriver and pliers. Rejector, slug chute, and base rejector are cleaned by brush with carbon tetrachloride. termines whether coins are accepted by the vendor. 
are removed in sequence. (To remove syrup. boil parts in a mild soap and water This must be cleaned thoroughly. 
solution (such as Lux), and dry out quickly to prevent 
rust.) 
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4. Hand test unit is used to check changer’s electrical 5. Check the changer’s operation in a test stand. Quarters, 6. Changemaker is reassembled and tagged “OK” to 
circuit. This portable device can also be utilized for dimes, and nickels are run through the unit to verify . indicate it's ready to go back into action on vending 
on-location trouble-shooting. actuation. route. 












.»-- PARTITIONS 













assures a minimum of bottle breakage, longer wear 
and greater economy. Built by the originators of 


Loge Mnweny THAT ACTUALLY 
REDUCE BOTTLE BREAKAGE! | 
/ The rugged construction of FIBERLOX Partitions | 








Write For Fibre partitions, they are immediately available 
VERTICAL Catalog in either stock sizes or to your specifications. 
WATER TUBE PARTIAL LIST OF DISTRIBUTORS: Write today for complete information. 
B Oo i L E Ww ns ace nm ¥. a Se Pst 
Pittsburgh, Pa. Standard Box Company : 
ey ee PES, c, ¢ PAPERBOARD PRODUCTS, Inc. 








Al da, Cal Edgewater Sales Org. 
ero Md. yo Box Co _—— PORTLAND 2, MAINE 


SETHNESS 


a name you can depend on for... 


QUALITY CARAMEL COLOR 


Bt AM SETHNESS PRODUCTS COMPANY 


P j 1300 W. DIVISION STREET, CHICAGO 22, Ill. @ 41-15 29th STREET, LONG ISLAND CITY, N. Y. 
Scace 1850 


Fast Steaming 





Refractory Baf- 
fles Retain Prac- 
tically All Heat 
| Units From Fuel 
















Completely 
Insulated 





Fully Automatic 






Equally Efficient 
With Stoker, Oil 
or Gas Burner 





KISCO BOILER g ENGINEERING co. 


2414 DEKALB ST., ST. LOUIS 4, MO. 
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TURNED INTO 
SUN PARLOR BEAUTY 












0 Now beautiful porcelain-like lasting beauty and 
protection against corrosion from moisture, steam, g 
2% caustic, corrosive acids, gases, etc. Proved for 
years in more than 9600 industrial plants— 
Damp-Tex—the wet surface enamel, offers unmatched 
dependability and satisfactory service. It adheres § 
to any paintable interior wet or dry surface. Will 
not crack, chip, or peel. Based on extra high 4 
coverage, greater hiding power and _ prolonged 














durability—Damp-Tex proves 25% less expensive 


in actual usage. Write for Folder "NB" M4 


4G>—NE- 
1B WS.17 
STAINLESS STEEL COATING 
Now, for equipment and metal sur- 
faces subjected to extreme alkali 
a and acid conditions. Brush or Spray. 
Cost less than 4¢ per square foot. 

Write for information. 


AB [4 oC 0 


MMP-TEX — 
4 4 WET. d zg 


7 OR DRY,SURFACE,/ENAMEL 7 
Y, g ‘ YS, 
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STEELCOTE MFG. CO., St. Louis 3, Mo. 


anadian Manutacturer 


STANDARD PAINT & veuevars co., —— CANADA 









G.H ‘WOOD 4 co LTD ; TORONTO 











Should Bottlers Use 
Cup Vending Machines? 


by I. H. HOUSTON 
President, Spacarb, Inc. 


Stamford, Conn. 





ven bottler who is giving any consideration ing at the rate of about $15,000,000 to $20,000,000 
whatsoever to cup vending today should ask himself per year. Market surveys indicate there are :t lcast 
four questions: 100,000 potentially profitable locations for such 
(1) Are cup machines just a novelty, a fad —o1 equipment in the country. Consequently, this rat: 
are they becoming increasingly important as a of growth could continue until cup vending accounts 
merchandising medium for soft drinks? for from 10°; to 20°; of our total soft drink sales. 
(2) Are there desirable outlets for my product 
that can be reached and served effectively through 2) Can cup vending open up new and desirable 
cup vending —perhaps more effectively than through outlets for my products? 
any other known medium? Soft drinks were not available previously in more 
(3) Can I protect my brand name and product than half the locations currently being served by 
reputation more successfully by entering cup vend cup machines. Many of the new spots where these 
ing myself, or by leaving this relatively new field units are being placed, such as department stores, 
to other bottlers and independents ? terminals, supermarkets and variety stores, could 
(4) Am 1 in the business of selling soft drinks or not be reached through any other means. Moreover, 
simply bottled drinks? with growing competition from coffee, milk and 
There are no pat answers to these queries. How- fruit juice, the soft drink industry needs all the help 
ever, certain facts can be supplied about each point it can get to hold its share of the American market. 


that may help a bottler reach his own decisions as 


to the merits of this new merchandising medium. 3) Who is more likely to protect and enhance the 


value of a brand name, an independent, or the 






















1) Is cup vending here to stay? hottler who owns it? 

Since the first fully-automatic cup vendors were Regardless of national advertising, the cup opera- 
put on location in Chicago in the mid-thirties, about tor has a major voice in what flavors are sold in 
50,000 machines have been built. Approximately his machine, the way in which they are served 
10,000 of these are on location today, doing an quality-wise, and what advertising is put on his 
annual gross business in soft drinks of about equipment. In cup vending, the only certain ways 
$80,000,000 to control the quality and brand of drinks offered 

Currently sales through these vendors are increas is to own the vendors. 


Bottle washing problems differ. That’s why NIAGARAS 
are “custom-made” . . . with over 20 years of specialized 
experience in bottle-washing requirements. . . . There’s 
a satisfied NIAGARA customer near you! 


© Available in several capacities and sizes. 
Expertly designed and engineered. Can handle any size from 4 oz. 
to 5 gallons. No jets to clog, solution renovator filters solution 
water every few minutes and discharges contamination, Two com- 


partment; makes its own rinse pressure; saves water. Completely 
welded, no castings, no breakage. 


NIAGARA BOTTLE WASHER MFG. CO. 


225-27 FIRST STREET . TOLEDO 5, OHIO 
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t/ Cana bottler go into cup vending without com- 
peting with himself ? 

Full market coverage can only be achieved today 
by use of both cup and bottle vendors. When prop- 
erly used, the two mediums supplement each other, 
rather than clash. Both keep a bottler’s brand name 
in front of the public and both capture impulse sales 
that would otherwise be permanently lost. Bottlers 
are using millions of cups to further the sale of 
their brands in theatres, drug stores and ball parks. 
The use of cup vendors is just another step forward 
along this same road toward better and more aggres- 
sive merchandising. 

Of course, the picture is not quite so one-sided. 
The quality of drinks vended from some cup equip- 
ment is not up to bottle standards as yet, but the 
fact that cup machine manufacturers have rec- 
ognized this and are making rapid progress toward 
a better drink should be encouraging to bottlers. 
Remember that fifteen years after the first bottled 
drinks appeared, their quality was not on a par with 
present-day standards either. 

About eighteen percent of all cup vendors in op- 
eration today are owned by bottlers. This figure 
should double or triple within the next three years 
because, once bottlers learn to understand and use 
cup vending, they have the capital and know-how 
to do a better job with it than have independents 
Bottlers are getting in too late to dominate the 
field 
make up for lost 


completely, but they will almost certainls 


time to an amazing degree over 


the next few vears 
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Graduate of the 
Harvard School ot 
Z3usiness Administra 
tion, I. Hayne Hous 
ton first analyzed au- 
tomatic merchandis 
ing as a member of 
Inter 


Wall 


the American 


national Co., a 





Street investment 
firm. Since 1940, when 
I. H. HOUSTON he joined Spacarb, 


Inc., Stamford, Conn., “Ike” has been active in 
every phase of soft drink cup vending, ranging 
route operation to the presidency of one 
concerns in this 
Long a director of the National Auto 
Assn. (NAMA 
trade group, he currently holds the office of Ist 
Vice President 


from 


of the largest manufacturing 
industry 
matic Merchandising vending 
Known for his outspoken views 


drink 


surveys the 


and accurate forecasts of soft vending 


trends, Mr. 


place in the cup machine 


Houston here hottler’s 


pie ture 











January, 1953 


HERMAN 


BOTTLERS’ 


BODIES 


for ‘53 


PALLET & DECK BODIES 
THAT WILL DELIVER 
MORE FOR YOU AT A 
GREATER PROFIT! 





¢ More Route Calls—Faster... 
¢ More Merchandise Per Trip . . . 


¢ More Driver Comfort Thru Ease of 
Operation... 


¢ That’s HERMAN'S Offer for '53 


And, Herman Bottler Bodies are built to 
last... Heavier gages at all stress points 
and rust resistant protective underskin 
featured on all models enable Herman 
to give maximum service at lowest cost. 
Along with these features of economy 
and long life, you get matchless styling 
and practical design in beautiful Herman 
“Rolling Billboards’ * that advertise the 
goodness they carry. 


"Ro ng Billboard 


's G copyrighted name 


THE “5 WIDE” DECK BODY 
(or 4 WIDE”) 


STANDARD OF THE BOTTLING INDUSTRY? 


Skeleton case slides and separatérs reduce weight and 
eliminate cleaning problems and moke this the 
EASIEST LOADING AND UNLOADING DECK BODY 
EVER BUILT. Strong steps—tough fenders—stout 


Se ie Sac 


ct eY: 





MAN BODY CO! 


is Sia meES 2 FRanklin 5300 






yy 


THE "LOW-BOY” PALLET BODY 

RUNNING BOARD LOADING HEIGHT accomplished by a 
simple drop frame construction——standard with Herman 
Engineers for @ generation. 

All-welded high tensile steel construction—corrosion re- 
sistart. Mounts on any make chassis. 

SPECIAL DECK INSERTS ARE AVAILABLE FOR THE 
“TRANSITION PERIOD". 












THE "STRAIGHT FRAME” PALLET BODY 
Has special reinforcing agoinst lift truck damage. Smooth 
floor and divider clearqdnee promotes most efficient LOAD- 
ING and UNLOADING. Allewelded high fensile steel con- 
struction—corrosion resisft@nt, Mounts on any make chassis. 
Compartment separcto@ @ng roof are optional equipment. 











wn om BODIES 

















+ also a 
> case wide skeleton type deck body lower by more than 
@ case than the “5 Wice", featuring drop frame 
construction. ONLY 71% INCHES TO THE 6TH DECK 
WITH SMALL BOTTLES—66 INCHES TO THE 5TH DECK 











SALES OFFICE 


4414 CLAYTON AVENUE 
ST. LOUIS 10, MO. 
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7 woven bottler recognition of the 
role that cup vending can play in the 


soft drink market 
progressive plants such as the Char- 
leston Coca-Cola 


Charleston, S. C. were quick to grasp 


has been gradual, 


Bottling Co. of 





One Bottlers Experience With Cup Vending... 


the potential in this phase of auto- 
matic merchandising. As far back as 
1948, this firm put its initial 5 West- 
inghouse single-brand 400 and 1000 
cup machines out on location, and by 


the end of the year, had increased the 


Take steps NOW 


to add new sales appeal 
to your products with.... 







qearn 
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MANUFACTURED AND DISTRIBU 
CHICAGO 12, ILLINOIS 


PEACOCK BRAND 
CERTIFIED FOOD COLORS 


TED BY WM. J. STANGE CO., 
OAKLAND 21, CALIFORNIA 


IN CANADA: STANGE-PEMBERTON LTD., NEW TORONTO, ONT. 








1951, 
for selectiv- 
SodaShoppes 
were added to the operation. Starting 
with 5 units, the 
accelerated his 


route to over 40 vendors. In 
meeting a local demand 
ity, 3-flavor 1000-cup 
bottler gradually 
placement program 
until 25 of the multi-drinkers are now 
in use. Currently, Charleston Coca- 
Cola has over 75 cup vending units in 
action, and Manager G. Simms Mce- 
Dowell, Jr., rates this bulk equipment 
as a profitable segment of the plant’s 
overall drive for “plus” sales volume 


in the Charleston territory. 


While this firm has long operated 
one of the larger routes of coin coolers 
South, it that certain 
types of bottle 
because of real or fancied objections 
Other sites 
istered such a high drink volume that 
bottle 
satisfactorily 


in the found 


outlets barred units 


to “glass hazards”. reg- 


even large 10-case machines 


could not service pa- 
trons’ needs. Finally, competitive so- 
licitations by independent cup vend- 
ing firms, which sought top traffic out- 
lets, caused some location manage- 
ments to insist that they be serviced 


with bulk vending equipment. 


2,500,000 Cup Sales In 1952 
To meet this challenge, Charleston 
Coca-Cola decided to enter cup vend- 
that lack of 
result in lost 


ing. It reasoned such 


equipment would loca- 
Installation of 
that the bottler 


could insure that his quality-standard 


tions—and lost sales. 


the vendors meant 
drink was dispensed, and that the ma- 
chines would provide additional point- 
of-purchase advertising to help stim- 
ulate subsequent consumer take-home 
sales of cartons and cases in retail 
outlets. Actual experience has proven 
this cup machine vending venture a 
sound move, credited with all the 
above virtues, as well as registering a 
direct profit on its own. Sales for 1952 


amounted to over two and. one-half 


million cups. 


In rating the types of locations in 
Charleston that have proven good sites 








BUSINESS STOP BUILDS 
CUP BUSINESS 


Bustling locales, such as this lobby 
area in the Peoples Building, are 
equipped with cup vendors by 
Charleston Coca-Cola to meet top 
traffic needs. Plugging Coke on its 
sign panel, Selective SodaShoppe is 
finished in Coke red. 





McDowell 


factories 


units, Manager 
“We 


and other highly concentrated indus- 


for such 
observes : have found 
trial outlets best suited to vendor vol- 
In addition, the plant has also 
Navy 
theatres, etc. Its 


ume,” 


placed machines in the local 


Yard, 


choice between 


pulp mills, 
installing a bottle or 
cup machine in a new location depends 
on such prime considerations as the 
traffic 
preferences. In the final analysis, such 


amount of and management 
placements are only made after a care- 
ful survey, indicated by the fact that 
Charleston Coca-Cola has about 7 coin 
coolers out for each cup machine in 
McDowell 
points out that every one of the cup 
outlet that 


would otherwise be lost to the bottler 


operation. However, Mr. 


vendor sites Is a vaiued 


75 Machine Route 


With the 


chine 


growth of the cup ma- 


operation to a full-sized top- 


volume venture of over 75 vendors, 
two routes have been set up for servic- 


Each 


of these is handled by an employee 


ing, covering a ten mile area. 
who stocks the units with syrup and 
cups, cleans them, makes cashbox col- 


lections and minor mechanical adjust- 
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ments. In addition, one full-time ser- 
viceman is used to handle on-location 
repair calls and maintenance, while 
another employee spends about 50°, 
of his time on cup machine work and 
the balance on bottle coin coolers. 
Adds Mr. McDowell: “Any repairs to 
cup machines which have to be made 
in the plant are performed by men 
trained in both cup and bottle opera- 
tion.” 


While the single-drink Westing- 
house units dispense Coca-Cola ex- 
clusively, multi-flavor SodaShoppes 
provide Coke as the “lead” beverage, 
plus such drinks as “orange, grape, 
root beer, or any other flavor desired 
by the outlet.”” Notes Mr. McDowell: 
“We change the flavors periodically 
in these vendors in an attempt to de- 
termine which the customers prefer.” 
To insure product identification and 
plug Coca-Cola, the SodaShoppe cabi- 
nets are all finished in distinctive 
Coke red. 


Tip-top service keeps locations well- 
satisfied, and insures that the cup 
vended product maintains the reputa- 
tion that Charleston Coca-Cola has 
built for its beverages. On this point, 
Mr. McDowell says: “We have re- 
ceived very favorable comments about 
the quality of the drinks dispensed 
by the SodaShoppe cup machines.” 





HOSPITAL OUTLET ADDS 
EXTRA SALES 


Among the varied sites where this 
bottler has over 75 cup machines in 
use is the Roper Hospital. With a 
1,000-drink capacity, vendor meets 
refreshment wants of nurses, visitors, 
and patients. Note 6c price in effect 
in South Carolina. 
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lrom Atlanta and 16 other key cities through- 
out the Eastern and Southern States, Mathieson 





Dry Ice serves the ice cream, beverage and other 
food industries. 


Mathieson Dry Ice warehouses are equipped 
and staffed to give you dependable delivery serv- 
ice. And your representative there is ready to 
help you with any handling, storage or use prob- 
lem. Call your nearest Mathieson warehouse today 
for quality Dry Ice, plus swift delivery and 
friendly, helpful service. Mathieson Chemical 
Corporation, Baltimore 3, Maryland. 





MATHIESON DRY 
ICE WAREHOUSES 


Atlanta, Ga. Memphis, Tenn. 


Baltimore, Md. Nashville, Tenn. 


Birmingham, Ala. New Orleans, La. 


Charlotte, N. C. New York, N. Y,. 
Chattanooga, Tenn. Norfolk, Va. 
Greensboro, N. C, Philadelphia, Pa, 
Jacksonville, Fla. Richmond, Va. 
Knoxville, Tenn. Saltville, Va. 
Washington, D. C. 





“Plus” Promotion Values in Paper Cups 


7 ex PAPER CUP is the “package” of 
the bulk beverage vending machine 
It not only holds and protects the 
product, but can be imprinted to give 
the bottler added sales advantages. 
Carrying a franchise insignia, a safe 
ty slogan, or a community campaign 


message, this use of advertising ef 


You Can Be 
OUT IN FRONT 


with 


MarBert Cola 


Uniformly high quality .. . taste ap- 
peal... price that permits sound 
profit . . . have made MarBert 
Cola and M-P Cherry-Cola the 
choice of hundreds of successful 
independent bottlers. PROVE IT 
YOURSELF—For just one dollar 
we'll send you a full gallon of 
ready-to-bottle sirup.* Bottle it... 


test it... you'll be convinced! 


fectively highlights a messave for the 
consumer in an easy-to-take manner. 

Basically, imprinted cups have been 
used to put a parent company’s or 
bottler’s name in the public eye while 
the vended soft drink is being con- 
sumed, making the patron readily re- 
ceptive to repeat brand identification. 






YOU CAN'T BUY BETTER CONCENTRATE 


MarBert Coa 


ONE DOLLAR "Syrup available for trial only to bottlers in U.S. and Canada. MarBert 
TRIAL OFFER Cola and M-P Cherry Cola are regularly sold as a concentrate 








i 

i MARBERT PRODUCTS, INC. 

} 19 E. Lombard St., Baltimore 2, Md 
1 Here's your dollar, send a gallon of bottling syrup of 
I flavor checked and information on prices to: 

: Name 

} Company 

I Address 

, City 


wenn = 5 


MarBert Cola 
M-P Cherry Cola 


(Check here) 


Zone State 


One of the prime requisites of yood 
advertising is that it multiplies the 
circulation of an effective sales story 
to more likely prospects. Accomplish- 
ing this marketing mission, the 
printed paper cup is constantly finding 
more and more users—growing right 
along with the rapidly expanding cup 
drink vending field. 

Today, there’s hardly a parent com 
pany pushing for vendor sirup volume 
that doesn’t have trade-mark design 
cups available; and some local bottlers 
have also utilized the medium for 
plugging their products. Carrying this 
idea one step further, the Orange- 
Crush Co. recently used the printed 
vending cup to feature a premium 
offer. Patrons, who receive such cups 
when they purchase this beverage 
from a bulk machine, can obtain illus- 
trated premiums by sending in two 
Orange-Crush cup “labels” and 15 


cents 


Safety Slogan Imprints 


With the upswing of defense pro- 
duction in industrial locations, bot- 
tlers have had an opportunity to win 
management good-will by tying-in au- 
tomatic merchandising and factory 
safety campaigns. In an increasing 
number of sites, messages reminding 
workers to be careful on and off the 
job are being printed on the sides of 
beverage vending cups. Safety engi- 
neers have found that it’s smart psy 
chology to hit employees with such 
reminders at the moment when they’re 
pausing for refreshment. In many in- 
stances, these cups have been used at 
the location’s request, but a number 
of bottlers initiated the idea as a pub 
lic relations gesture. 

An example of the integration of 
this medium in industry can be found 
at the Ford Motor Company, which 
has planned every detail of production 
personnel relations so that it conforms 
to the firm’s central theme of Quality 
and Safety. By the use of printed cups 
in vending machines, which carry a 
series of appropriately illustrated 
slogans pertaining to quality control 


and safety hints, workers are con 








SAFETY SLOGAN 


Winning management good-will, bottlers 
have imprinted vending cups with a va- 
riety of safety slogans. Here the message 
advises employees: “Work Safely, Drive 
Safely, Play Safely.” 





stantly reminded of these important 
industrial measures. The entire pro- 
gram is standardized through Ford 
plants, and some idea of the scope of 
this coverage can be gathered from 
the fact that over 100 soft drink cup 
vendors are in action at its Rouge 
plant in Detroit. 


Cartoons and Catchy Sayings 


To keep workers interested, a va 
riety of slogans have been used, cover- 
ing problems occurring on the job, in 
the home, or on the highway. An 
Akron rubber plant has emphasized 
the need for reporting accidents with 
the themes “Have All Injuries Treated 
Promptly” and “Report All Accidents 
and Injuries To Your Foreman Im- 
mediately,” while a Connecticut fac- 
tory utilizes cartoon-type drawings, 
such as a flashing traffic light and 
the motto “The Right Way Is the 
Safeway,” or a calendar and the mes 
sage “Safe Today, Here Tomorrow.” 

An immediate type of instruction is 
carried on cups in a Detroit steel mill, 
where a “good housekeeping” caution 
urges the drinker to dispose of the 
cup in nearby waste containers. Sev- 
eral paper cup makers now provide 
stock imprints, with such general re- 
minders as ““‘Work Safely, Drive Safe- 
lv, Play Safely” or “Safe Workers Are 
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% Re-seals ALL Beverage Bottles! 
% Easy to put on and remove! 
% Your advertising message or trade name in color! 
% Made of sanitary Polyethylene Plastic! 


% A wonderful promotional item for your beverage! 


SEAL-CAP 


Write for samples and prices... . of Cleveland 
; 3788 E. Antisdale Rd. Cleveland 18, Ohio 



































BRAND IDENTIFIER BOOSTS 


TAKEHOME TRADE supporting “Red Feather” Community — favorable publicity in one of the lead- — with bulk drink vendors. Whether it’s 

In its large Boston route, Snow Crest Bev- Chest drives held in 1,600 U.S. cities. ing newspapers, where we have a cup — to boost a brand, push a safety slogan, 
erages. Inc. of Salem. Mass. uses trade- As advance publicity for local fund- vendor sponsored by the Blair County or plug a community cause, the 
marked cups to put its brand message igs ; ‘ ; : . : f : : : 

right in the patron’s hand, a move the raising campaigns, imprinted cups Foundation of the Blind. The Com- winted cup puts a personalized mes- 
g P PI 

company reports hus increased take-home bearing the Red Feather emblem and = munity Chest appreciated our ef save right in the patron’s hand 


bottle sales. cnet : , ; ' 
the “Everybody Benefits, Everybody forts and thanked us for publicizing where it makes the most important 





" Gives” slogan are dispensed from bulk the campaign.” Penn Auto Bottling impression. With an advertising cam- 
Always In Demand,” slogans approved 


by the National Safety Council. For 
plants where employees drive to work, 


drink vendors. In Altoona, Pa., the Works operates a route of machines paign linked to the consumer level 
Penn Alto Bottling Works, which used — dispensing its franchise brands, Pepsi- at the point-of-sale and point-of-con- 


hs 75,000 of the imprinted paper cups in)’ Cola and Hires Root Beer. sumption, full potential can be real- 
there is a life preserver imprint that 


reads: ““Make Your Steering Wheel 
a Life Preserver’’; while a frivolous 


its machines during one of these Imprinting on paper cups used for ized. The strong follow-through made 
drives, found the program a valuable automatic merchandising is growing by imprinted soft drink vending cups 


Laid | Safety Sal advi good-will builder. Notes Bottler L. J. steadily and justly so because it’s enables the bottler to gain a_ plus 
ooking gal named Safety Sal advises 


“Walk, Don’t Run” from the side of a 
paper cup suitable for factories where 


slippery floors are a potential hazard. 
A cartoon of a lighted match (“A we eeee 


Match Can Be Down and Not Out’) 


Wachter: “We received some very doing an excellent job for the bottler benefit from his advertising dollar. 


wirr 


is effective where employees need to 
be made conscious of fire danger. Q U j iKo Id 


BEVERAGE 


Check Squirt Sales 
and 


YOU'LL 
SWITCH TO SQUIRT 
T00! 


A number of bottlers have also been 
ative in the National Automatic 


Merchandising Assn’s annual program ; — Cc  @ 0 L E » s 


STANDARD OF QUALITY FOR 
OVER 26 YEARS ! 


|Z ICE AND ELECTRIC—MODELS 
——* TYPES AND SIZES FOR EVERY NEED! Write For Franchise Details Today 


S. - S. PRODUCTS, INC. « Lima, Ohio THE SQUIRT COMPANY 922 iia conrersie 


“SUNSATION” . 2). THE ORANGE WITH THE 
LASTING FRESH FRUIT TASTE! 


Because "SUNSATION" (4 oz.) has that lasting fresh orange taste, it's 


no problem to develop a steady year-round volume. It's a flavor that 





COPYRIGHT 10603 THE SQUIRT COMPANY 











PREMIUM PROMOTION 


Used in vending r-achines, these 


finds favor with the whole family! 
imprinted cups not only plug 
Orange-Crush but offer consum- 


ween mow wm 5" ESSENTIAL PRODUCTS CO., Inc 
‘ p quarters — to serve you better *9 * 
ers various premiums for two Two color crowns and advertising 


“labels” and 15 cents. aveilable . . . franchise optional. in every way... 90 WATER STREET Established 1895 NEW YORK, N. Y. 
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First IN SALES! 
First IN QUALITY ! 


First IN ACCEPTANCE! 


People the country over are ask- 
ing for Nesbitt’s by name because 
it's the bese tasting and the most 
extensively advertised drink of 
ics kind in the country. Our rep- 
resentative will be glad to call 
on any interested bottler in any 


open territory, 


NESBITT FRUIT 


PRODUCTS INC. 
2946 EAST 11th STREET 
LOS ANGELES 23, CALIF. 
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g ST as in any other type of bev- 


erage retailing, service is a paramount 
consideration in cup vending. Case in 
point is the Pepsi-Cola Bottling Co. ot 
Chicago, which got into cup vending 
back around 1947 and added ColeSpa 
3-flavor units two years later. With 
some 50 firms active in bulk beverage 
vending in the Chicago territory, it’s 
an understatement to say that compe- 
tition for Class A locations is keen 
Recognizing that cup machines are an 
asset in obtaining and holding certain 
industrial accounts, Pepsi-Cola Bot- 
tling has found superior service fo) 
this equipment means satisfied con- 
sumers and helps increase bottle take 
home trade. Picking vendors with 
these considerations in mind, and 
training its routemen in the main- 
tenance of cup machines, the company 
has been registering excellent route 
volume, reflected in subsequent bottled 


carry home sales. 





VALET FOR THE SILENT SALESMAN 


Finished in Pepsi franchise colors, Cole 
Spa vendor keeps product name before 
the public eye. Inviting machines attract 
impulse sales, and routemen make sure 
that vendors are kept spick-and-span. 





for Chicago Bottler... 





CUP CAPACITY MEETS DRINK DEMAND 


In certain industrial accounts, the bottler 
has found that large-capacity cup ma- 
chines can best meet volume demand. 
Plant has over 50 cup units on location, 
supplementing its large coin cooler route. 











PLEASING ALL PALATES 


Featuring Pepsi-Cola along with its own 
Hi-Q flavors, the plant has routemen 
check patrons’ preferences. Flavors are 
rotated periodically, and extra variety 
spurs sales at Revere Copper & Brass Co. 








SPEEDY SERVICE SPELLS SALES 


Quick sales are a “must” in such sites 
as the Miehle Printing kress & Mfg. Co.. 
where a large number of employees must 
he served. Equipment in A-1l condition 
means satisfied locations, more volume. 





National Bottlers’ Gazette 











January, 1953 






Vendor Paint-Up 
Perks Sales Up 


/ HE sales potential of automatic merchandising equipment, such as soft drink vendors, is largely 


determined by location and appearance. Good location is so primary that it’s a Number One consid- 


eration, But good appearance 


nary maintenance—paint maintenance. 


is sometimes overlooked as a sales factor, though it involves just ordi 


To keep a vendor attractive requires no more than reasonable care. There is but one basic rule 


of-thumb: Refinish your vendor when in your 


opinion it is no longer attractive to look at. The fre- 


quency of such paint maintenance is determined, of course, by the machine’s degree of use and the type 


of location; whether indoors or outdoors, ete. 
ishment”; others have less rugged careers. 


Good paint maintenance cannot be 


Some vendors are subjected to lots of 


slip-shod. For an 


“customer pun 


attractive and lasting paint Job, certain 


fundamental steps must be observed in refinishing the unit. This photo-story illustrates these steps 





This is es- 


WASH THE ENTIRE SURFACE of the vendor. 
sential to get good paint adhesion and a smooth finish. 
Clean off all and dirt. Remove wax and 
grease with a rag soaked with mineral spirits; if neces- 


surface dust 


sary, use a small amount of pumice or fine abrasive. 
Following cleaning. sand the surface with No. 320 “wet 
or dry” sandpaper, moistened with gasoline. Sand out 


scratches with No. 400 “wet or dry” sandpaper and gaso- 
line. Featheredge the paint around scratches. 











CABINET MUST BE RUST-FREE before painting. A wire 
brush, power-driven or manual, and “wet or dry” sand- 
paper should do the job. Watch for rust between over- 
It will facilitate the 


lapping surfaces and under hinges. 
rust-removing job to disassemble the vendor. To remove 
all traces of sandpaper dust, wash the cabinet with clean 
water and a clean cloth. Follow this up by wiping the 
surface with a cloth moistened with clean thinner. If the 
vendor is galvanized iron and bare metal is exposed, 
wash the exposed areas with a proprietary zinc cleaning 
material in accordance with the manufacturer's label! in 
structions. It may be necessary to remove rust with a 
proprietary rust remover. 








DENTS, PITS, CRACKS and depressions require special 
attention. It may be necessary to use a putty build-up. 
Don't apply putty too heavily. Allow time for the putty to 
dry before painting. 








MASK THOSE PARTS OF the vendor that are not to be 


painted, such as chrome trim, the refrigeration unit and 


tank. Careful masking makes for a neater job. 
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WASTING MONEY BY THE TRUCKLOAD 















YOU NEED the most efficient kind of delivery trucks for 


today’s operating conditions. 


















That's why so many leading firms say “Go White” for 
today’s finest kind of delivery service. 

Tailored to the exact needs of your business for more 
deliveries per day... lower cost per unit delivered... 
the new Whites save time and cut costs in every phase of 
delivery service. 

Find out how the exclusive advantages of the White 3000 
and for years. See your 


pay off first day in service... 


White 


White Representative for facts. 


THE WHITE MOTOR COMPANY 
Cleveland I, Ohio 


x Teotele) 





This Model 3015 White with 
power-lift cab has 129” wheel- 
base...ideal for soft drink 
deliveries in city traffic. 
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LOW-BED 
FRAME 
DESIGN 


SAVES 
STEPS 
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Driver saves time and energy on every delivery 
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Saves inspection and maintenance time and cost 








For more than 50 years the greatest name in trucks 
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START YOUR PAINT JOB by spraying a medium wet coat 
of good primer, reduced as specified, over the entire cab- 
inet. Allow primer to dry at least four hours, then dry 
sand with No. 320 sandpaper and finish off with No. 400 
sandpaper. Clean the sanded surfaces with a tack rag 
to remove dust and dirt. Spray or brush first finish coat, 
allowing it to dry overnight. For better results, gloss re- 
tention and high gloss, apply a second finish coat. 








RE-STENCIL THE VENDOR. Usually the re-stencil should 
be done in the finish material, either enamel! or lacquer. 


One lacquer now on the market may be applied over 
enamel without “lifting” the old finish. Small scratches or 
other blemishes that result from handling the re-painted 
vendor should be carefully touched-up before the unit 
leaves the plant. 
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Canada Dry Launches Big Comic 
Book Premium Promotion 


Canada Dry is unleashing a special promotion for 
February and March that is “positively guaranteed 
to sell more 6-bottle cartons of Ginger Ale than 
any previous promotion we have ever staged,” 
according to sales manager Wilbur M. Collins. The 
bell-ringer in this drive is a series of three full- 
length “Terry and the Pirates’’ comic books, one of 
which comes free with each purchase of a handipak 
carton. 

“Nothing has more kid-appeal than a comic book, 
and ‘Terry’ is one of the best. As a free premium, 





it will be a dynamic volume-builder, and with three 
different books to offer, we will encourage the sale 
of three cartons per buyer.” Dealers will have 
no coupon or handling problems, Mr. Collins added, 
since the 36-page books will be attached to cartons 
at the factory. 

A completely integrated advertising drive will 
launch the promotion and keep it in high gear for 
the full two-month period. Included are color page 
ads in Life, Look, Ebony and Holland’s, color ads in 
numerous newsstand comic books and in Sunday 
comic sections, commercials on three telecasts of 
Canada Dry’s new “Terry and the Pirates” show, 





black and white newspaper ads, dealer mats, and 
spot radio. 

Canada Dry is so certain of the campaign’s 
power that their initial order calls for five million 
comic books. The titles are: ‘‘Hotshot Charlie Flies 






Again,” “Forced Landing” and ‘‘Dragon Lady in For the Crowning Performance, be sure 
se ae your beverage crowns have the extra 
The central merchandising unit in retail stores ; : 
will be a_ self-service floor display built on six protection of Mundet cork liners . . . 
upended beverage cases, enclosed in a wrapper processed from the world’s best cork. 
sleeve. Other store display material includes window ‘ oes 
posters, counter cards and bottle collars, ably Mundet Cork Corporation, Crown Division, 
assisted by the display value of the comic books 7101 Tonnelle Avenue, North Bergen, N. J. 


“=a 


themselves. 
“To the best of our knowledge,” Mr. Collins said, 4 ie rve oo | p 0 4 
“this promotion is the first that any national bever- 
age company has staged, based upon what the trade 


calls a premium outsert a premium attached 
directly to the package.” 


undet Crowns 


COMPLETE CROWN SERVICE 





Not just one, but 
three different 36- 
page “Terry” com- 
ic books will be 
given free with 
cartons of Canada 











MUNDET DISTRICT OFFICES 


Dry Ginger Ale *ATLANTA DALLAS 1 KANSAS CITY 7, MO. PHILADELPHIA 39 

during February- 339-41 Elizobeth Street, N.E. 601 Second Avenue 1428 St. Louis Avenue 856 N. 48th Street 

March promotion. *BOSTON DETROIT 21 *LOS ANGELES (Maywood) ST. LOUIS 9 

This means more 57 Regent St. (No. Cambridge 40) 14401 Prairie Street 6116 Walker Avenue 3176 Brannon Avenue 

volume per buyer, *SAN FRANCISCO 7 

at one yee on CHICAGO *HOUSTON 1 “MILWAUKEE 9 440 Brannan Street 
35 E. Wacker Drive Commerce and Palmer Streets 4834 N. 35th Street 


*in Canada: 
CINCINNATI 2 JACKSONVILLE 6, FLA. *NEW ORLEANS 16 Mundet Cork & Insulation Ltd, 
a 427 West 4th Street 800 E. Bay St. 315-325 N. Front Street 35 Booth Avenue, Toronto 


*CROWNS CARRIED IN STOCK 


carton, and the of- 
fer will attract 
many new users 
as well. 
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What Is A Soft Drink? 


Scientific research program 
now under way seeks to de- 


termine physiological and nu- 


tritional aspects of soft drinks 
and debunk 
attacks 


unfounded 


by Dr. Leon A. Greenberg, Associate 
Director, Laboratory of Applied 
Physiology, Yale University. 


ef those of you who have long manufactured 
carbonated beverages, a scientist telling you about 
them may sound presumptuous. I am one of those 
scientists who conducts research in a university 
laboratory. But I can perhaps qualify since I have 
for the past several years carried out a program 
of research for the A.B.C.B. on some physiological 
and nutritional aspects of carbonated and sweet 
ened carbonated beverages. It is these researches 
that I wish to describe—-the important facts de 
rived from those studies already completed, the 
research currently going on, and the research 
planned for the future. 

Research of itself does no thinking; it gives 
back no more thought than is put into it. Practical 
research particularly is not just a complicated and 
elaborate ritual. It is a tool— just as mathematics 
is a tool--that may be used to answer questions, 
to solve problems. It is not an end in itself. It gives 
answers and it points the way to progress, but 
only when the question to be answered is carefully 
framed and the plan for reaching the answer care 
fully designed 

The industry today that has no questions to ask 
is not fortunate, as you might think; it is only non 
observant and complacent. If, without defined 
questions and economical and direct plans, it em- 
barks on research, it will take a costly and often 
unsuccessful voyage——and often, as a result, will 
blame the cost and failure on research. If, without 
questions, it seeks no research at all, it will find 
in a progressive and competitive age that it is 
standing still while others who think and seek yo 
ahead. 

My first contact with the American Bottlers of 
Carbonated Beverages several years ago was at a 
time when the industry was becoming increasingly 


concerned with the flurry of opinions expressed in 


the dental literature that the increasing consump- 
tion of sweetened or acidulated carbonated bever- 


ages particularly was becoming a major cause of 


tooth decay or dental caries. This theme under the 
impetus of some special interests was widely pro- 
jected into the public press and advertising. It 
would seem that before long our land would echo 
with the clatter of teeth falling out. We undertook 
research to determine some actual physiological 
facts about this matter. 

If, as purported, the causative factor in caries 
is sugar, the magnitude of the effect will be pro- 
portional to the concentration of sugar developed 
in the mouth and particularly to the duration of 
its presence there. We therefore studied in a numbe) 
of human subjects the concentration and persist 
ence of sugar in the mouth following the ingestion 
of such foods as candy, fruit juices, ice cream, 
crackers, mixed meals and sweetened bottled car- 
bonated beverages. 

Contrary to the allegation that the sweetened 
soft beverages are particular offenders, they of all 
of the foods caused the shortest persistence of 
sugar in the mouth. On consideration this is not 
surprising since the solid carbohydrate-containing 
substances become impacted on the teeth and there- 
fore remain longer in the mouth, while the sugar- 
containing liquids are rapidly washed away by the 
saliva. 

Carbohydrates have always been a basic and essen- 
tial part of man’s diet. Their elimination from the 
diet is impossible. If, in the interest of dental 
health, it is suggested that sweetened beverages be 
eliminated from the diet, then even more so should 
all other carbohydrate-containing foods be excluded 
The answer would appear to be—don’t eat. But this 
is hardly a solution. 

We then studied the acidity of the saliva after 
ingestion of sugar and acid-containing substances, 
since it was held by some that the direct cause of 
tooth decay is the erosion by acid either resulting 
from the bacterial breakdown of sugar in the mouth 
or acid present in the food or beverage. The acidity 
of the saliva was measured after ingestion of a 
variety of fruit juices, candy, crackers, mixed meal 
and sweetened acidulated carbonated beverages. 

The acidity resulting in the mouth and on the 
teeth surfaces was in the case of the non-acid-con- 
taining foods negligible; with the acid-containing 
fruit juices and beverages it was of very brief 
duration and below the decalcifying level. Because 
of the buffering and washing action of normalls 


secreted saliva the intensity and duration of acidity 
in the mouth was far too small to exercise any 
corrosive action. 

Again it appeared that if bottled carbonated 
beverages are to be excluded so must most of the 
fruits and fruit juices, in spite of the fact that 
these have always been a basic part of man’s sus- 
tenance. The answer, gentlemen, would seem to be 
starve to death and enjoy good teeth. 

The results and interpretations of these re- 
searches on carbonated beverages as factors in 
tooth erosion were published in dental journals. 
From these they found their way into the public 
press. I believe they have already exercised an 
effect in leavening the over-enthusiastic and exag- 
gerated views expressed by some regarding the dire 
consequences of drinking carbonated beverages. 

Our next research study for your industry, how- 
ever, Was of a more constructive nature—research 
aimed at developing knowledge concerning the role 
of carbonated beverages in the total economy and 
well-being of the human body. 

It has long been a matter of common observation 
that gastric distress, hyperacidity of the stomach 
and gastric acid regurgitation commonly known 
as “heartburn” is frequently relieved by the 
drinking of an effervescent or carbonated beverage 
It is also known that such states of gastric distress 
are often associated with pylorospasm and gastric 
retention. 

Our next study was therefore planned to observe 
the effects of carbonated beverage on gastric motility 
and gastric emptying as a rational and scientific 
explanation for the observed relief it offers in gas- 
tric distress, and to evaluate the possible role its 
use plays in preventing this state. Using the x-ray 
technique and direct measurements by means of a 
stomach tube, carbonated beverage was found in 
a number of human subjects tested to increase the 
rate of emptying of the stomach and thus diminish 
prolonged gastric retention. These facts and inter- 
pretations resulting from this phase of our research 
were published several months ago in a medical 
journal. 

As to the research currently in progress, we are 
presently studying the effect of carbonated beverage 
on acid secretion of the stomach. Carbonated bever- 
age may alter the gastric acid secretion in one 0} 
both of two ways. It may act directly on the secre- 
tory cells to effect the rate of secretion; or it may 
act indirectly by diminishing the duration of reten- 
tion of food in the stomach and thus lessening the 
total amount of acid secreted. The purpose of this 
study is twofold: 

(1) If carbonated beverage is found to diminish 
excessive acid secretion either directly or indirectly, 
this fact will provide a rational explanation for the 
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The Only CASE 
that has a Right to 


‘STRUT 








WYLIE & DAVIS CARPENTER eos 
Sole Office PAPER COMPANY > 


LOS ANGELES * SAN FRANCISCO 


RIVER RAISIN PAPER COMPANY 


MONROE, MICHIGAN e Sales Offices In Principal Cities East of Mississippi River 











The Only CASE 
that has a Right to yy 








*STRUT 


the patented feature of the River Raisin case. The 
*STRUT strengthens the case. Patent No. 2,192,412. 





for You 


Standard colors, White or Yellow, High-Test, Weatherproof Solid 
Fibre with one or two color printing (to your specifications). 


Hand-holes on both ends and in strut for easy handling. 


Easy to assemble; only two-piece construction. Use any standard 
arm stitcher. 


Smooth bottom safeguards all upholstery, carpeting or tile floors. 


Weatherproof board permits cleaning soiled places with damp 


4 Packs 24 bottles, either loose or four 6-bottle carriers. 
6 cloth or sponge. eee ase 












HERE'S HOW TO ASSEMBLE © +)”. 24-BOTTLE CARRIER 
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Fold near side to vertical posi- 
tion with tabs turned in. Hold 
against body and fold far 
side to vertical position. 
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Fold ends over to break bottom 
scores—Allow to return to flat. 


Hold as 
shown and 
raise both 
ends. 








Hold handle as shown with imprint 
(X located under hand hole) on bottom 
side of sheet. Bend handle in and hold 
with hand until folded double. Properly 
folded, Fig. (X) should be on outside. 


Hold case at opposite corners and insert 
in wood jig. 





Then stitch as shown. 





7 
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Bend end flaps on 
handle and insert 
into case. 


Fold side flap 
nearest you in and 
down. Then fold 
VY of each end 
flap in and down. 
Repeat with other Remove from jig and stitch body with 
side. 16 stitches. 









MOST GLASS COMPANIES WILL STITCH THESE CASES FOR RESHIPMENT WITH BOTTLES 
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aisin lightweight Background Display can be 
used by Soft Drink Bottlers for Special displays of bever- 
ages at Fairs, Industry Shows, Conventions, Hotel Shows 
and Sales Meetings. So light and easy to erect that one 
man can install it complete in 15 minutes. (Total shipping 
weight 67 Ibs.) The cost is less than shipping charges for 
conventional exhibit materials. 
The River Raisin Background effectively dis- 
plays products and services in spaces 10 ft. to 
13 ff. wide. River Raisin will quote separate 
prices on quantity orders requiring special ef- 
fects and printed messages and trade 
The River Raisin Display Background offers marks directly applied on the background 
many advantages to Soft Drink Bottlers . . . panels. 
1. Ideal for displaying and advertising case 
merchandise in grocery, drug and confectionary 
stores. 2. Attracts attention and assures faster turnover of a 
specific brand of beverage. 3. Bottler can at least control center 
of display for his case goods (left and right wings can be used 
by retailer for al! other soft drinks). The River Raisin Display 
Background, combined with River Raisin Soft Drink Carry-Home 
24-bottle cases, will become Beverage Headquarters in cus- 
tomer stores. Now is the time to include the River Raisin 
Display Background in your sales promotion plans. 














relief provided by carbonated beverage from hyper- 
gastric acidity, a frequent significant factor in 
gastric distress. 

(2) The secretion of acid in the stomach is inti- 
mately tied up with the acid-base balance of the 
entire body. The body contains a balanced amount 
of acid and base, and continuously strives to main- 
tain this balance. When acid is withdrawn from the 
body by the stomach, the excess of base remaining 
‘in the body is quickly eliminated by the’ kidneys. 
When the acid of the stomach is eventually passed 
into the small intestines it is neutralized by base 
also withdrawn from the body leaving now an 
excess of acid in the body a systemic acidosis. 
After the consumption of immoderate amounts of 
food or alcoholic beverage the acid secretion of the 
stomach may be excessive, resulting ultimately in 
a marked systemic acidosis. 

Such an acidosis is characteristic of the so-called 
“hangover” whether it be from overeating or over- 
drinking. A purpose of the present study is therefore 
to observe the effects of carbonated beverage, through 
its diminishing of acid secretion, on the acid-base 
balance of the body. Contrary to the widely whis- 
pered though unsupported belief that the use of 
carbonated beverages with alcohol is bad, it already 
appears more than likely that the “hangover” will 
be diminished by the use of alcohol with carbonated 
beverage 

We have recently started another research study 
with sweetened carbonated beverage dealing with 
the protein balance of the body. In the living process, 
tissues of the body are continuously being broken 
down. If the health of the body is to be maintained 
proteins for the-reconstruction of these tissues 
must be replaced in the daily diet. 

The daily diet, therefore, requires a minimum 
amount of animal proteins obtained from meat, 
eggs or milk products. This need of animal protein 
is often a problem in nations having a stringent 
economy since animal products are always. the 
scarcest and costliest part of the diet 

Recent research on nutrition has shown that the 
daily requirement for animal protein can be 
diminished by the proper spacing of protein con 
sumption or by the protein-sparing action of carbo- 
hvdrate—sugar. If the body is at all times abun- 
dantly supplied with carbohydrate as a source of 
energy, the amount of tissue broken down to supply 
calories is diminished, thus decreasing the body’s 
daily need for new protein. Even in our own 
plentiful economy there are many who through 
poor dietary habits exist on a marginal or sub- 
marginal protein balance. 

It is not unlikely, from these nutritional facts 
already known, that the supplying of quickly avail- 
able sugar to the body in the form of soft drinks, 


particularly at those periods of the day when the 
reserve of sugar in the body is lowest, will exercise 


a sparing effect on the body tissues and increase the 
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In the land of the Aztecs, 
ae it’s “Tome Coca-Cola. 


y, Ae 


‘ 


Bien helada” 


Which means, of course, “‘Drink Coca-Cola. Ice cold.” 
In Mexico, as throughout the world, Coca-Cola is wholesome refreshment .. . 
welcome refreshment. It brings a touch of the U.S. A. to good neighbors everywhere, 
just as it brings a friendly moment to Americans 


who work refreshed and play refreshed right here at home. 





52 


utilization of protein in those with a sub-adequate 
or barely adequate intake of protein. Toward the 
possible establishment of this fact as a fact we are, 
in the present research, studying the effect of the 
consumption of sweetened beverages at meals and 
between meals on protein utilization. 

While the recognized value in the diet of a 
beverage such as milk draws its support from a long 
and abundant history of nutritional research, the 
value of your product largely lacks the advantage 
of such support. 

It is therefore highly commendable that your 
national association has initiated a program of 
research on what I have previously called the con- 
structive level. 

In doing this you have furthermore exercised the 
logical first step which in any program of research 
is research to find out what needs finding out; that 
is, a program to form a program. It is my feeling 
that the originators of your research program are 
to be congratulated that they have approached the 
problem in this astute way. 


Bottler Elected to Dallas City Council 

Clarence B. Kloppe, president of the Seven-Up 
Bottling Company of Dallas, Tex., recently was 
elected to the Dallas City Council, replacing another 
member who resigned. 

Kloppe is chairman of the Dallas Chamber of 
Commerce committee promoting a proposed toll 
expressway between Dallas and Fort Worth. He has 


been active in civic affairs for several years. 





THE SIGN OF MANY USES... 


and here are a few of the ways it can be used ! 


x « as a BOOTH SIGN |. makes an ideal display 


n fronts and sides of booths at farms, pwnics, park 







ball games, or anywhere indoor and 
outdoor crowd 
gather. Send for 


booth utdireng 
i. a’ 
ROAD SIGN 
use w as a STORE FRONT 
MARQUEE” SIGN 
h j 
Be tee a Me ae 
IL\ 
a um ¢@ asa 
\y TRUCK 
| ‘ 
(C TAILBOARD SIGN 
i. ac tret e f extra. 





MULTI-PURPOSE SIGN HAS MANY USES 


Sun Spot Company of America is making available to 
franchise bottlers a multi-purpose 3’ x 5‘ metal sign. 
Versatile unit may: be used on walls, as a booth dis- 
play, on store fronts, as a road sign, or on truck 
tailboards. 





Big N. Y. Bottler Introduces 
Dietetic Drink Line 

A new line of non-fattening dietetic soft drinks, 
Schneider No-Sugar Beverages, has been introduced 
by George Schneider & Company, following eleven 
months of laboratory tests and research by this 54- 
year old Brooklyn, N. Y. firm. 

Schneider’s new calory-free, sugar-free beverages 
are available in pale dry ginger ale; and cream, 
black cherry, root beer and cola flavors. They are sold 
in 16-ounce no deposit, no return bottles, and retail 
at two for 29 cents. 


PUT LESS CALORIES 
IN YOUR MIXED DRINKS | 


Use the New, Better -Tasting 


NEW ENTRY... 


Recent entry into the 
dietetic beverage pic- 
ture is “No-Sugar,” pro- 
duced by Schneider 
Beverages, Brooklyn. N. 
Y. Five flavors comprise 
this “non-fattening” line 
—ginger ale, root beer, 
cream, black cherry and 
cola. 


Non-Fattening Mixer \ | | 
yea SCHNEIDER « i 
ery 
{ 

es g 


Be a ee 





The basic difference between these new products 
and Schneider’s established line of 17 carbonated 
beverages is the substitution of sucaryl, or calcium 
cyclamate, instead of the pure cane sugar used in 
its other flavors. Sucaryl, developed by Abbott Labo- 
ratories, is unlike other non-caloric sweeteners in 
that it does not leave an unpleasante taste similar 
to that found in saccharin derivatives. For that 
reason, Schneider officials feel that their No-Sugar 
beverages will find acceptance among weight-con- 
scious people who now hesitate to drink sugar- 
flavored beverages, and among diabetics and others 
on sugar-free diets. 

Mrs. Louise Schneider Kelsch, president of the 
Schneider Company, says that the firm has not intro- 
duced this new line to compete with its existing 
flavors, but to meet the requirements of calorie 
conscious people. 

“We know that dietetic beverages have a market,” 
Mrs. Kelsch stated, “because of the development of 
dietetic foods in other fields. Their ready acceptance 
has proved that there is a need for such products 
by millions of over-weight persons, by tens of mil- 
lions made weight conscious by doctors, insurance 
companies and beauty experts, and by millions of 
diabetics, who must avoid sugar-containing products 
for reasons of health. The pack of canned dietetic 
foods last year exceeded five million cases, accord- 
ing to the National Canners Association, and the 
1952 total is expected to be higher. Practically every 
large food store and many department stores have 


added dietetic departments in the last year and a 
half—-and we feel that carbonated beverages can 
take their rightful place in these special food sec- 
tions.” 

Mrs. Kelsch revealed that her company expects 
to put its biggest “push” behind its “No-Sugar” 
pale dry beverage, not only for home consumption, 
but also in restaurants and in taverns. 

“Many people—including those who are watching 
their weight—like an occasional highball or mixed 
drink, even though they know they are consuming 
numerous calories when they do se,” said Mrs. 
Kelsch, with true womanly insight. “So we’re urging 
them to ‘put less calories in that mixed drink’ by 


using our No-Sugar pale dry as a mixer!” 


Virginia Dare Executive 
Elected Michigan Legislator 

In his first experience in politics, but with a long 
and distinguished career in the flavor industry, 
Dr. Clarke E. Davis, executive vice president of 
Virginia Dare Extract Co., Brooklyn, N. Y., was 
elected by a landslide victory to the Michigan State 
Legislature in the recent elections. 

Long prominent in educational, business, and 
farming circles, Dr. Davis has held many honored 
positions in the food field and has been a vice 


president of Virginia Dare for over 18 years. 


Cott Signs Another Bottler 
In New York State 

A Cott franchise for the Capitol District of New 
York, including Troy, Schenectady, Albany, and 
the surrounding area, has been awarded to the 
R. & J. Bottling Company of Troy according to 
John Cott, General Manager of the Cott Beverage 
Corporation of New Haven. 

The new company will be known as the Cott 
Bottling Company of Troy, New York. Partners in 
the business are Sidney Rosenthal and Morton E. 
Jenkins. Mr. Rosenthal directs all sales operations 
and Mr. Jenkins manages precuction. The new 
franchise nolder established a bottling business 
approximately six years ago and under various 
labels has attained a strong position in the market. 








B-1 SAYS “BOOST YOUR SPIRITS” 


“Boost Your Spirits” is a new advertising slogan now 
being introduced by B-1 bottlers throughout the coun- 
try. Parent company says the theme can be interpreted 
in many ways. 





National Bottlers’ Gazette 











N. Y. Food Stores Will Again 
Push Soft Drinks This Year 


The New York State Food Merchants Association, 
which last year launched an intensive program to 
promote soft drinks through food stores, has advised 
NBG that this program will be “continued and fur- 
ther developed” during 1953. The Association fur- 
ther noted that its program “created such interest 
and comment” among dealers, that many other food 
store associations in other states requested details 
on it 

The N. Y. 


beverage sales last 


decided to promote 
soft drinks (1) 


“provide a very excellent markup and a steady turn- 


dealers’ group 


year because 
out with a potential volume that is unlimited” and 
the 


helps develop impulse 


(2) “provide a percentage of store traffic in 


neighborhood outlet which 
sales for many other food products.” 

As part of its program last vear, the association 
(a) published a special edition of its official pub 
lication on beverages; (b) arranged discussions on 
promoting beverages at conventions of its 29 local, 
affiliated associations: (c) continually urged retail- 
ers and cooperatives to promote beverages in news- 
paper and circular promotions, and (d) at its annual 
convention last September invited and heard leading 
beverage producers present ideas on how to increase 
soft drink sales through food stores. 

As a result of this activity, the Association de 
clares that “many retailers improved their beverage 
department and increased the display footage de 
voted to this important product.” 

As part of its beverage promotion plans for 1953, 
the Association announced that it will sponsor an 
industry-wide contest in which beverage salesmen 
and retailers “will join hands to make bigger and 
better beverage departments in the retail stores of 
New York State.” 

That dealer interest in promoting beverage sales 
is increasing elsewhere is evidenced from several 
recent reports on activities of dealer organizations. 
For example, at the recent annual convention of 
the Ohio Retail Food Dealers Association, the “high 
profit potential” of soft drinks was the prime sub 
ject of discussion 

State bottlers associations are trving to capitalize 
on this “new” dealers interest in boosting soft 
drink sales 
the New York 


California-Nevada 


Food 
Bottlers 


members 


Commenting on Merchants 


the Assocla- 
take 
"; the Pennsyvivania 


the the 


program, 


tion reports that “we and our will 


full advantage of this good news’ 


organization says it will call program ‘to 


attention of bottlers in areas where merchants’ 


associations exist,” and the Illinois bottlers’ group 


is “planning on building a bulletin for our state 


association around this program rf 
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NEW! More powerful engines! 

A parade of power! See the new 

Dodge ‘‘-Job- Rated” trucks at your 
Dodge dealer’s today. A total of 7 big, rarin’- 
to-go engines, including 3 brand-new power 
plants with high compression ratios and higher 
horsepower, greater cooling capacity, increased 
displacement, twin carburetion available on 
larger models. Plus famous features like 4-ring 
pistons with chrome-plated top ring, exhaust 
valve seat inserts. 
In addition, the new Dodge trucks offer out- 
standing new brakes, new no-shift transmission, 
and over 50 other new features. See your Dodge 
dealer for the biggest truck buy on record! 
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NEW! Extra-powerful brakes! 


Stop easily on steep grades, fully loaded. Super- 
safe brakes give silky-smooth braking, reduced 
driver fatigue, greater load protection new 
increased stopping ability on 1- through 2!5-ton 
trucks! PLUS Dodge’s oversize braking surface 
with Cyclebond linings. 


NEW! Truck-o-matic transmission! 


New Truck-o-matic transmission .. . available on 
1,- and %4-ton models of Dodge ‘“Job-Rated”’ 
trucks .. . saves shifting, cuts driver fatigue, lets 
you rock out of snow, mud, sand. Only Dodge 
offers shift-free Truck-o-matic! PLUS famous 
gyrol Fluid Drive, to lengthen truck life, protect 
your load. 


NEW ! Over 50 features! 


50 ways new! Reinforced cab construction, im 
proved exhaust system, extra-capacity radiators. 
Tinted glass, heaters with stepped-up heat output 
available. PLUS moistureproof ignition, high- 
torque capacity starting motors, and other de- 
pendability features. See your Dodge dealer. 


TRUC 











Now on display at 
Your Dodge Declen:! 
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New Low-Cost Bottling Process Is Developed By Bireley s 


Need for expensive pasteuriza- 

tion equipment and special 

fillers eliminated by makers of 

non-carbonated pasteurized 
drinks. 


With the high price of 
SUGAR 
here (2 a sure way fo 








Suzzy's DIVISION, General Foods 
Corporation, has announced the per- 
fection of a new and somewhat 
revolutionary bottling process 
which makes it possible for car- 
bonated bottlers to bottle, on their 
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ONE PINT SAVES UP TO 480 LBS. OF SUGAR! 


Now you can save money by using less sugar and still get an added 
sweetness equivalent to almost 5 bags of sugar when you mix one pint of 
SWEET-ER with cane or beet sugar syrup. Yes, and you get this added sweetness 
without loss of time—without waiting—because SWEET-ER sweetens instantly! 

SWEET-ER is a tested quality product*—giving uniform dependable results 
—every time—with any flavor! NO SACCHARIN OR OTHER PROHIBITED 
INGREDIENTS! Let SWEET-ER help you to save time, sugar and money. Order 


today! $6.00 a pint. 





“She Sweet-er Company 


SUBSIDIARY OF PLYMOUTH EXTRACT CO., INC. 
104-19 Roosevelt Avenue, Corona 68, N. Y. 
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SWEHET-ER attested (test num- 


Sweetentng power s 
her 46715) dated April 14, 1952 by U.S. Testing Co.., Inc., 
Hoboken, NN. a Copy upon reque i 


regular carbonated equipment, 
Bireley’s line of non-carbonated 
pasteurized drinks. Of most interest 
to bottlers is the fact that this con- 
version can be done with as little 
as $175,00 worth of additional 
equipment. Previously, special fill- 
ers and pasteurizers had been re- 
quired in order to add this non- 
carbonated line to any regular car- 
bonated line. 

Development of the process is the 
result of years of research and ex- 
perimentation by Bireley’s Holly- 
wood staff and General Foods lab- 
oratories in New York. ‘Successful 
completion of this project has now 
placed Bireley’s in a strong position 
to competitively seek franchise bot- 
tlers in every section of the coun- 
stated Herb Ward, Bireley’s 
Marketing Manager. 


try,” 

The process, called ‘Bireley’s 
Citro-Flash (R) Method of In- 
Bottle Pasteurization’, uses the 
syrup throw method.  Bireley’s 
syrup is mixed and injected into 
the bottle just as with carbonated 
drinks. Then, by an ingenious de- 
vice, the bottle is filled with hot 
water at pasteurizing temperature 


instead of carbonated water. 


Only Hot Water Needed 


The bottler needs only a way to 
supply his line with hot water. For 
a Dixie, Burns, or comparable 
equipment a small water heater 
suffices. For larger fillers, like the 
Cem, a larger— but still inexpensive 

heater is used. If steam is avail- 
able, no heater is needed. A simple 
heat-exchange unit will furnish the 
necessary hot water. 

Gasket materials have hampered 
the development of the new Bire- 
ley’s process because of inability to 
Withstand extreme heat and cold 
without later developing leaks 
under carbonated pressure. A new 
yasket material has been introduced 
and, according to rigorous tests in 
the field and in laboratories, stands 
up perfectly under the pasteurizing 
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’ 
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A Dixie “F” bottling Bireley’s Pasteur- 
ized Non-Carbonated Fruit Beverages 
in Escanaba, Mich. Unit at left is a 
Graham Heliflow Heat Exchanger which 
supplies filling head with 200 F. water. 





temperatures with no damaging ef- 
fects whatsoever and forms a per- 
fect seal for bottling carbonated 
drinks under pressure. 

Mr. Ward also commented that 
the expected results will easily 
compensate the company for the 
substantial investment in time and 
money necessary to perfect such a 
process. “Our objective was to 
produce the same top quality prod- 
uct with this new process as estab- 
lished Bireley’s bottling plants are 
now producing on special non-car- 
bonated equipment”, Ward said. 
This was indeed a challenge because 
no sacrifice of shelf life or mask- 
ing of the true fruit flavor of 
Bireley’s drinks could be tolerated, 
and,” he added, “all of this had to 
be accomplished at a very low cost 
to bottlers in order to be competi- 


$ ” 
tive, 


Many Inquiries Already Received 


jireley’s reports over 100) in- 
quiries received from bottlers since 
the first announcement at the ABCB 
Convention last November. “This 
unparalleled interest so swamped 
the Bireley’s Convention group that 
it was impossible to talk with 
every prospect,” stated Ed Bowen, 
Franchise Sales Manager “We 
could never have predicted such 
interest and we readily admit that 
we Just didn’t have the staff present 
to handle the bottlers,” he added 
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Big Pepsi-Cola Franchise 
Shift In Louisiana 

Gulf Bottlers, Inc., a New Orleans 
owned and operated firm, recently took 
over the bottling operation of Pepsi- 
Cola in New Orleans, Baton Rouge 
and twenty-three Louisiana parishes 
under the direction of Harry M. Eng- 
land, president of Gulf Bottlers, Inc. 

Gulf Bottlers, Inc. started its oper- 
ation in New Orleans in 1946 at 3954 
Erato Street as bottlers of Nesbitt’s 
Orange. In less than two years, the 
firm had so continued to expand that 
a move to larger quarters became nec- 
essary in January, 1948 when Gulf 
Bottlers. Inc. was operated from 1022 
3aronne Street. 

During the same year Gulf Bottlers 
started bottling their own Gulf Bev- 
erages and again in early 1951 con- 
tinued sales increases made it neces- 
sary for Gulf Bottlers to seek larger 
quarters. In that vear, Gulf Bottlers 
purchased the property at 2020 Abun- 
dance Street and built a larger bot- 
tling plant. 

Today, the combined bottling oper- 
ation of Pepsi-Cola, Nesbitt Orange 
and Gulf Beverages will be under one 
root at 750-770 South Jefferson Davis 
Parkway and new and larger machin- 
ery and equipment has been moved 
into this plant to take care of this 
combined operation. 

The Pepsi-Cola franchise, which 
Gulf Bottlers takes over in New Or- 
leans and in Baton Rouge, is one of 
the largest that firm has ever awarded 
to an independent bottler, Mr. England 


sald. C.S. Schneller and John Grassin 











“I give them their allowance on 
Friday and by Saturday I get it 
all back.” 
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are in charge of sales for Gulf Bot- 
tlers, Inec., and assisting them are 
Roland Benoit and Albert Bourquard, 
route managers. P. E. Rooney and 
James Dermody are in charge of pro- 
duction and quality control. 

Mr. England, who is a native of New 
Orleans, is also vice-president of the 
Louisiana Bottlers Association and re- 
cently represented this group at the 
national convention in Atlantic City. 


Car Or Bermuda Trip; 
Bottler Makes Hard Decision 


Culminating nine months of strong 
sales competition throughout — the 
country, the final grand prize awards 
have been made in the Squirt Com- 
pany’s National Bottlers’ Sales Con- 
test. Over 300 Squirt Company Bot- 
tlers participated in the contest which 
saw both Divisional and Grand Prizes 
awarded during the recent National 
ABCB Convention. 

First Grand Prize winner was 
Lorey Lund of the Squirt Bottling 
Company of Sheboygan, Michigan. 
Lund, at the time of the drawing, 
could not immediately decide which of 
three Grand Prizes to select. He faced 
a choice of seven days in Hawaii for 
two, or seven days in Bermuda for 
two, or a new Ford Victoria. He has 
just announced his selection of the 
Ford Victoria. 

Second Grand Prize winner was the 
Squirt Bottling Company of Chicago, 
Illinois, which was awarded $750 in 
merchandise. Ray, Marion, and Bob 
Jacobs shared this award. 

Third Grand Prize winner was 
Richard M. Munson of the Squirt 
Bottling Company of Estherville, 
Iowa. A merchandise award worth 
$500 was made to this bottler. 

So that every bottler, regardless ot 
size, had a chance at either a Grand 
Prize or Division Prize, the Bottlers’ 
Contest featured three separate divi 
sion. Division winners are as follows: 

Division Number One (Greatest 
total Squirt sales increase over base 
Chicago, Illinois 144,308 
Detroit, Michigan 
Cleveland, Ohio 
Milwaukee, 


50.344 cause increase 


period 
case increase; 
95,567 Cause increase; 

68,263 case 
Wisconsin 


Division Number Two 


Mcrease , 


(Greatest 


percentage Squirt sales increase ove} 


base period) Butte, Montana 


172.7¢; increase; Denver, Colorado 
105.4¢, inerease; Mattoon, Illinois 


and Mishawaka, Indiana—-1l00% in- 
crease. 

Division Number Three—(Greatest 
percentage per capita increase over 
Butte, Montana 
176.9°, increase; Pittsburg, Califor- 
nia—140°¢; 
84.60; 


base period ) 


increase; Terre Haute, 
Indiana increase; Monterey, 
California and Steamboat Springs, 


Colorado—80°¢,, increase. 
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Jesse A. Hurder 

The community of Gideon, Mo., and 
the soft drink allied trades suffered 
a severe loss in the death last month 
of Jesse A. Hurder, manager of the 
Box Division of Gideon-Anderson 
Lumber Co., makers of “Tufbilt” bev- 
erage cases. 

Mr. Hurder, a prominent resident 
of Gideon, came to the Gideon-Ander- 
son Lumber Company in the fall of 
1951 from Washington, D. C., where 


he served as Chief, Wirebound Box 


$ 
Ven savers 


asy- TO OPERATE 
AND SERVICE 


FASTER 
COOLING 


Handies All Standard 
Bottles — 
6 oz. through 12 oz 


VARIETEE coin venver 


Wiih STRATIFIED, CONTROLLED COLD AIR 


Step up sales with the Arias Varteree Dry Electric 
Coin Vendor. Gives your customers their choice of seven 
flavors——serves drinks that are really cold! Extra refriger- 


ation capacity and the Atlas engineered airflow cool 
drinks faster--get them down to the temperature folks 
like. Vending rack holds 105 average size bottles -pre- 
cool compartment. 60 to 65. Rust-proofed construction 


throughout and built for vears of 


service. Cabinet finished in) DuPont 
with a wide variety of colors available 
helow now and get all the facts about this best vendor 


value of the vear! 


COIN MECHANISMS: National Rejectors’ 


Electrically or Manually Operated delivery 
mechanisms available in several combina 
tions of changers, both electrical and manual, 
including odd penny sales units. Changers 
and vendor mechanisms included in Na 


tional’s nation-wide service program 


> ATLAS METAL WORKS 


P. O. Box 5208 DALLAS, TEXAS 


( Please send complete specifications and inform 
) tion about the ATLAS VARIETEE Coin Vendor 
{ 

) NAME 

| FIRM 


’ ADDRESS 
CITY 


eflicient. economical 


Hi-bake Enamel 


Se nd the ‘ oupon 


3 simple delivery 
steps. Customer 
moves selection from 
any one of seven 
vending channels, 
along end cross-chan- 
nel to release gate, 
which has been freed 
by operation of coin 
mechanism, and out 
at single delivery 
port 








Section, Wood Containers Branch, 
Containers and Packaging Division, 
National Production Authority. His 
genteel personality and disposition 
endeared him to all with whom he 
came in contact and he possessed an 
endless list of friends. 

Mr. Hurder was born on Aug. 28, 
1906 in Oak Hill, Ill. He attended 
the Western Illinois State Teachers 
College, Macomb, Ill, completed ap- 
prenticeship as  die-maker, Illinois 
Electric Porcelain Co., Macomb, IULl., 
and was graduated in an I.C.S. course 
in Business Administration, and was 
a graduate engineer. 














He was united in marriage on Jan. 
17, 1924 to Miss Eileen Duncan, Ma- 
comb, Ill. To this union were born 
three children, all of whom survive, 
together with the widow. They are 
Mrs. Wayne (Bethany) White, Fort 
Hood, Texas; Dean Hurder, a student 
of the University of Missouri; and 
Mrs. Robert (Patsy) Crow, Gideon. 

He is also survived by his parents, 
Mr. and Mrs. J. W. Hurder, Brimfield, 
{ll.; and a brother, Homer Hurder, 
also of Brimfield. 

Mr. Hurder’s first industrial experi- 


ence was with the Chevrolet Motor 


Co., Flint, Mich., then the Union In- 


Users of cylinder gas find that by switching to FULL OPENING 
DRY ICE CONVERTERS they can cut gas costs by approxi- 
mately half. The full-opening feature permits the charging 
of full 50-pound cakes of dry ice — eliminates handling of 
ice and consequent waste of gas. Gas savings effected will 
actually pay for the converters in from 12 to 15 months. 
There are no operating costs outside of ordinary cleaning and 
inspection periodically; and this is facilitated by the full open- 


ing doors. 


For complete information on this practical way to save money, 
time and trouble — write for folder. 


DRY ICE CONVERTER CORP. 


P. O. BOX 1652 


56 


TULSA, OKLA. 


dustrial Bank, Flint, the Hemp Co., 
Macomb, IIll., the Caterpillar Tractor 
Co., Peoria, Ill., the General Box Co., 
Chicago, Il]., where he served 15 years. 


Curtis D. Cecil 

At the age of 58, Curtis D. Cecil, 
who once served on the. staff of 
A.B.C.B., the NRA, and represented 
C.C.&8., died Dec. 8 at his home in 
Penola, Va. Mr. Cecil was born in 
Clinton, Louisiana, in 1894. He served 
in the U. S. Marine Corps from July, 
1915, to August, 1919, attaining the 
rank of lieutenant. He graduated 
from Georgetown University (Law 
School) in 1922, with the degree of 
L.L.B., and was admitted to the bar 
of the District of Columbia, of Michi- 
gan, and of the Supreme Court of 
the United States. 

From 1923 to 1934, he was on the 
steff of the A.B.C.B. as exposition 
secretary and director, his job being 
to assist in the management of the 
annual exposition under the general 
direction of James Vernor, who was 
Chairman of the Exposition Commit- 
tee. He was in that position until June 
19, 1934, on which date he was ap- 
pointed Secretary of the Code Au- 
thority. 

In July, 1935, he was elected Secre- 
tary and General Counsel of the Na- 
tional Institute of Manufacturers and 
Distributors, Inc., which was the asso- 
ciation of suppliers to the brewing 
industry, newly organized with the 
demise of prohibition. Following that, 
in 1942, he went with the Crown Cork 
and Seal Company; he was district 
representative in charge of sales, with 
his office at the C.C.S. branch in New 
Orleans. 

He retired from that job in 1950 
because of ill health and went to live 
on the Singing River plantation in 
Penola, Carolina County, Virginia, 
which he purchased at that time. 

Mr. Cecil was buried in Arlington 
National Cemetery, on Thursday, De- 
cember 11, 1952. 


Frostie Adds Four Bofttlers 
The Frostie Company of Baltimore, 
Maryland, has added four new bottlers 
to its expanding chain of franchise 
holders. The newest bottlers of Frostie 
Old Fashion Root Beer are: 
Frostie—-Bell Bottling Co., Paris, 





Kentucky; The Frostie Bottling Co., 
Flemington, W. Va.; The Frostie Bot- 
tling Co. of Carlinville and Carrollton, 
Carlinville, Ill.; and Walterboro Bot- 
tling Co., Walterboro, S. C. 


Interest Mounts 

In Dietetic Drinks; 
Flavor House Develops 
Complete Line 

Because of the widespread interest 
shown by bottlers in dietetic bever- 
ages,” V.& E. Kohnstamm, Inc., prom- 
inent extract manufacturer of N. Y.C., 
has developed a line of flavors designed 
especially for use in sugar-free, die- 
tetic drinks. ; 

The firm has prepared a “Complete 
Dietetic Program” which is said to 
enable any bottler to obtain full prod- 
uct information and ingredients plus 
attractive, legally correct labels, bottle 
toppers and window streamers (with 
bottlers’ own names imprinted) from 
one source. 

The company, in announcing the 
program, stated tthat the bottling of 


‘ 


dietetic drinks “opens a new outlet 
for the sale of carbonated beverages 
that is in addition to the regular mar- 
ket for sugar sweetened drinks.” 

Editors’ Note: In a special report 
(“Dietetic Beverages Problems and 
Potentials,” Nov. 1952 N.B.G.), it was 
predicted that numerous flavor houses 
would enter the dietetic field on the 
strength of the solid sales being racked 
up by this new calory-free, sugar-less 
contender for soft drink volume. V. & 
E. Kohnstamm’s program may be con- 
sidered the forerunner of many more 


to come. 


Well, It's This Bottler's 
Opinion! 

An Alabama bottler, commenting on 
the sharp upswing in soft drink sales 
during 1952, attributes it to the “psy- 
chological affect of the Korean war.” 
Responding to NBG’s recent sales sur- 
vey (Nov. 1952 issue), this bottler 
wrote: 

“IT noticed in your November issue 
there are many reasons advanced for 
the increase in volume. We are not 
proud of the reason for our increase, 
but can see no reason to attempt to 
deceive ourselves and others. We at- 
tribute all of our increase to the “‘psy- 
chological effect of the Korean war.” 
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S. C. Bottlers Voice Ha ng on {0 


Approval of Deposit Increase FH 


FIREPOLISHED “J - 
Numerous bottlers call for deposit in- — ( . \ 
crease because of economic necessity. b 
. . . . . . 4 4 
No dissenting opinion voiced in round ; 


table discussion. 


7, IT TAKES a lot of talk to effect a deposit increase, 
then South Carolina bottlers are well on their way 
towards higher deposit levels. At their 38th annual 
meeting, December 3-5, in Columbia, they devoted 





a substantial part of their business program to a 
panel discussion and open forum on the advisability 
of raising deposits, and also heard a featured ad- 
dress on the same topic by J. E. Stevens, Staff 
Editor of National Bottlers’ Gazette. 

And, at the conclusion of the deposit discussions, 
the convention endorsed a proposal to have the asso- 
ciation poll all bottlers in the State on their feelings 
towards a deposit boost. 

All aspects of the deposit question, ranging from 
why deposit levels should be raised to how the in- 
creases could be successfully executed, were covered 


during the forum and by the panel. Significantly, 





not a single objection to the logic of raising deposits 







Was heard. 


with WEDG-WALL povernee Bettie: 


Look for more sales now that grocers are pushing soft 

drinks the whole year ‘round. But hold on to the profit 

these extra sales produce by using an economical bottle! 

Choose Thatcher WEDG-WALLS — the bottles that give 

extra trippage and help po hold bottling costs down. 
LL 


The attitude of S. C. bottlers on the inadequacy ——~— F 
pce | , | : s 
of present deposit levels in the State (generally =: 


PYROGLAZE 
LABEL 


2¢ per bottle, 2¢ per case) was best expressed by 


Here's wy WEDG-WA are able to stand rough treat- 
ment inside your plant and out: 


EXCLUSIVE WEDG-WALL DESIGN 

Thatcher's wedge-shaped sidewall gives WEDG-WALLS 
greater strength — reinforces that area of the bottle re- 
ceiving the greatest abuse. 


SOLID BASE & WALL 
These are molded together to form one sturdy unit and 
insure a better balanced bottle. Glass in the WEDG- 


nt a 
— 
~~“ 


WEDGE-SHAPED 





SIDEWALLS 
WALL heel is —. distributed with none of the heel 
taps found in some beverage bottles indicating thin, 
weak sides. 
ABCB VICE-PRESIDENT R. A. JOL- wane ee aan & Os a es 
Lt. > om ; ; 
ee > ee ANS WAL to cause carbonation loss — because WEDG.WALLS 


ca aden ee have Thatcher's famous ‘'Fire-Polished Finish”. 
Pepsi-Cola, Baltimore, Md.; A. B. 
Hatcher, ABCB Board, Charleston, 
W. Va.; and J. W. Pipes, Consoli- 
dated Cork, Brooklyn, N. Y. At 
right is J. E. Stevens, NBG Staff 
Editor, who also addressed con- 
vention. 


1. 


THATCHER 


MANUFACTURING COMPANY, INC., 


Call in your Thatcher representative and get all the facts 
on this better beverage bottle. Or, if you prefer, write, 


/ 
, wire or phone Thatcher Glass direct. 
baad 


Elmira, N. Y. 





Factories: ELMIRA, N. Y. STREATOR, ILL. LAWRENCEBURG, IND. Representatives in Principal Cities 
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MEMBERS OF ALL-BOTTLER PANEL on industry problems W. Va.; T. L. Wilson, Charleston, S. C., moderator; W. B. Mc- 
are pictured above. Left to right: C. T. Sloan, Jr., Marion, 
S. C.; M. B. Morrow, Sumter, S. C.; A. B. Hatcher, Charleston, 


Dowell, Shelton, S. C.; T. E. Addison, Clinton, S. C., and T. S. 


Hartness, Greenville, S. C. 
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W. B. McDowell, Shivar Springs, Inc., Shelton, S. C. 
Pointing out that his plant suffers a relatively high 
annual container loss of 10.2c¢ per case, McDowell 
said: “We should yet our cost value out of our 
deposit system. The deposit should be raised to 
take care of the willful waste in the handling of our 


bottles.” He suggested a five-cent bottle deposit. 


A successful case in point in the matter of raising 
deposits was related by Nick Latto of Charleston, 
S. C. Latto declared he raised his deposit on quart 
bottles a year ago from 5c to &c, and that this action 
appreciably increased returns of bottles, and had 
no adverse effect on sales. He opined that the de- 
posit on small bottles could also be increased with 


the same satisfactory results. 


N.B.G. Staff Editor Stevens, in his address, stated 
that a deposit increase is both “practical and neces- 
sary.” He said that bottlers’ container losses on 
present deposit rates are “tremendous”, and noted 


that these losses, in numerous instances, excecd the 





ALL SMILES are these supplymen, among the many 
who attended S. C. convention. Left to right: Ernie 
Withers, National NuGrape; R. H. Roper, Laurens Glass: 
Pete Petres, Owens-Illinois; Robert O'Hara, Atlanta 
Paper; J. W. “Bill” Pipes, Consolidated Cork: and Jack 
Harkins, General Beverages. 








RE-ELECTED AS TOP OFFICERS of the S. C. bottlers’ 
organization are (1. to r.) M. B. Morrow. vice-president: 
Henry S. Pyatt, president, and T. L. Wilson, secretary- 


treasurer. 





bottlers’ net profit. He claimed that a deposit in- 
crease would (1) speed the return of empties and 
reduce container losses; (2) give longer mileage to 
bottles, cases and cartons, and (3) actually increase 
sales opportunities since consumers would return 
more often with their empties to the point-of-pur- 
chase. He emphasized that a deposit increase would 
have its greatest chance of success if all bottlers in 


the community raised simultaneously. 


Other Convention Highlights 


Although the discussions on the deposit issue 
represented the highlight of the convention, there 
were additional outstanding features. The S. C. 
bottlers heard reports on other key trade problems 
from a fine program of speakers, including A. B. 
Hatcher, A.B.C.B. Board Member from Charleston, 
W. Va.; “Chuck” Swan of the Coca-Cola Co.; Joe 
LaPides, A.B.C.B. Treasurer from Baltimore, Md.; 
J. W. “Bill” Pipes, Consolidated Cork Co., Brooklyn, 
N. Y., and Mary Shirley, Miller Hydro Co., Bain- 
bridge, Ga. 


Mr. Swan, speaking on mounting anti-beverage 
attacks “spearheaded by some dentists, nutrition- 
ists, and other do-gooders and crusaders”, said that 
this propaganda is “one of the worst dangers that 
has threatened our industry in many years”. He 
added that these attacks are unjustified (because no 
scientific evidence has been produced that relates 
soft drinks with tooth decay) and discriminatory 
(because the attacks are confined to soft drinks and 
one or two other products, not all sugar-containing 


items). 


On the brighter side of the ledger, Mr. Pipes 
spoke optimistically on the broadening markets for 
soft drinks, and said that the sales opportunities 
ahead are large and bright. Mr. LaPides noted that 
the industry’s internal frictions have just about 
completely disappeared, and interpreted this to 
mean that ‘‘we are working our way out of our key 


problems.” 


The convention also viewed an important film on 
bottle handling produced by the Owens-Illinois Glass 
Co., with accompanying remarks by Pete Petres, 


O-I representative. 
Top Officers Re-elected 


All officers of the association were re-elected. 
They are Henry S. Pyatt, Coca-Cola Bottling Co.. 
Greenwood, President; M. B. Morrow, Royal Crown 
Bottling Co., Sumter, Vice President; and T. L. 
Wilson, Royal Crown Bottling Co., Charleston, Sec- 
retary-Treasurer. 

Named to the Board of Directors were C. T. 
Sloan, Jr., Marion; W. B. McDowell, Shelton; C. E. 
Smith, Charleston; J. B. Terry, Orangeburg; and 
T. S. Hartness, Greenville. 





PALMETTO BOOSTERS, S. C. supplymen’s organiza- 
tion, elected these officers at S. C. convention. Seated 
(l. to r.): D. B. Franklin, Nehi, board; W. H. Martin, 
Mengel, vice-president; Jack Vermillion, Kist, presi- 
dent; G. P. Thorne, Woodstock, secretary-treasurer, and 
Gus Hardee, Tidewater Cypress, board. Standing are 
board members E. A. Williford. Rock Hill Body: Bob 
Roper, Jr., Laurens Glass; J. R. Cole, Pepsi-Cola, and 
Chan Horne, Orange-Crush. 
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Ga. Bottlers Again Urged 
—Raise Your Prices! 


Convention hears that low prices are 
blocking efficient, profitable operation. 


orriens of Georgia, one of the few remaining 
strongholds of the 5¢ soft drink, were told at their 
34th annual convention in Savannah, Dec. 7-8, to 
raise their prices in order to carry on their busi- 


nesses efficiently and profitably. 


The urging to “do something about prices” is a 
strain that has been repeated time and again at 
Georgia conventions in recent years; this time the 
advice was handed down by a trade authority whose 
business roots are in the Peachtree State—M. G. 
Division Manager of the Nehi 


“Gus” Murray, Jr., 


Corp., Columbus, Ga. 


Mr. Murray told the convention that the failure 
of Georgia bottlers to price realistically is prevent- 
ing them from (1) earning a fair profit, (2) hiring 


) 


high caliber manpower, (3) advertising and mer- 
chandising to the extent that they should, and (4) 
replacing obsolete and worn-out machinery with new 


and modern equipment. 


The Nehi official also declared that there still is 
a lack of bottler cooperation in the industry. He 
said that as long as this situation continues, “‘we 
are sitting ducks for discriminatory taxes”’. 
“all of 
should 


He added that although he is aware that 


our problems are not identical’, bottlers 










LEFT—Two of the speakers at Ga. convention—A. B. 
Hatcher, ABCB Board, and Clarence Walker, Coca-Cola 
Co.—exchange notes. RIGHT—Wilbur Glenn, left, Co- 
lumbus, Ga. bottler and head of ABCB’s sugar com- 
mittee, is shown with Gus Murray, Nehi Corp. repre- 
sentative who addressed Ga. bottlers on need for in- 
creasing prices. 
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Protect YOUF DEVEFAGES with annstrone’s Hi-speed 


Crowns. Their select-quality cork liners insure a tight, 
Havor-saving seal. And their special rust- 


resistant coating prevents objectionable rust stains, 


Hi-Speed Crowns can increase the efficiency 
of your bottling lines, too. They have no burrs on 
the underside to cause hang-ups in crowning 


machines. This reduces downtime and speeds production. 


With all their advantages, however, Hi-Speed 
Crowns cost no more than ordinary crowns. For details, 
call your near-by Armstrong office or write 
Armstrong Cork Co., Glass and Closure Division, 

6301 Prince Street 
Western Representative: John Mulhern Company, 


San Francisco 24, Los Angeles 23, Seattle 9. 


Lancaster, Penna. 
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A RVISTRONG’S 4 Seed CROWNS 
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FRANCHISE DIVISION 


VERNOR COMPANY 


DETROIT 26, MICHIGAN 


JAMES 











GEORGIA ASSOCIATION OFFICERS are pictured 
above. Left to right: R. W. Gould, secretary-treasurer; 
T. B. Buck, president; A. L. Barron, retiring president, 
and Howard Holt, vice-president. 





“vet around the table and kick the stumbling blocks 
out of the way”. 


“Cooperate ...In Your Own Backyard” 


He sugyested that “a determination to cooperate 
with the bottlers in your own backyard will bring to 
the forefront the remedy that will cure and not kill 
our business. If all will benefit, what difference 
does it make if one or a group benefits more than 
others? The better products, tied in with good 
service, progressive advertising and sensible mer 
chandising will continue to lead the industry as 
they have always done,” Mr. Murray commented 

The two-day convention also was addressed by 
A. B. Hatcher, ABCB Executive Board Member 
from Charleston, West Virginia; Clarence N. Walk 
er, Coca-Cola Co., Atlanta; E.S. Gambrell, President 
of the Georgia State Chamber of Commerce; F. S 
Carr, Director of the Food and Feed Division, State 
of Georgia; J. K. Heyman, Trust Co. of Georgia: 
and Dr. R. C. Sproull, President of Herty Founda 
tion, Savannah, Ga. 

In the elections, T. B. Buck of Columbus was 
named president of the association, succeeding A. L 
Howard Holt, Valdosta, was 


Barron of Rome. 





GEORGIA BOOSTERS, supplymen’s organization, re 
elected their three top officers. Left to right: Virgil Houk. 
secretary-treasurer; Mary Shirley, vice-president, and 
Harry Taylor, president. 
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elected vice-president, and R. W. Gould, Atlanta, 
continues as secretary-treasurer. 

Elected to the Executive Committee were Roy 
Smith, Tacoa; T. D. Warren, Americus; John R. 
Bradfield, McRae, and John Shield, Jr., Waycross. 

The Georgia Boosters, supplymen’s organization, 
re-elected their officers at a separate meeting. They 
are: Harry Taylor, president; Mary Shirley, vice- 
president, and Virgil Houk, secretary-treasurer. 

The Boosters also awarded a special plaque to 
James Craig, Sr., Nehi Corp. representative, and 
one of the South’s best-known supplymen, for his 
long and outstanding service to their organization 
and the bottlers’ association. Tribute also was paid 
to Mr. Craig at the convention’s annual banquet, by 
J. W. “Bill” Pipes, sales manager of Consolidated 
Cork Co., who served as toastmaster. 


Hoffman Opens Drive 
On "Mixer" Market 


Wm. O. Dillingham, executive vice-president of 
the Hoffman Beverage Company, Newark, New 
Jersey, has announced the addition of the 12 oz. 
“Double Server” bottle to its regular line of 7 oz. 
and 29 oz. packages of Pale Dry Ginger Ale and 
Sparkling Club Soda. 

The new size is packaged in cases of 24 bottles 
and also in attractive six-bottle handy packs for 
easy carrying and storage. 

This is part of a new strong bid for the mixer 
market undertaken by Hoffman, one of the largest 
independents in the country. Recent full-page news- 
paper ads in the metropolitan area stress Hoff- 
man’s ginger ale and club soda. 








YOUNGSTERS GATHER FOR DONALD DUCK DAY... 


Here is a small part of the tremendous crowd of 


youngsters who turned up at Warner Park, Chatta- 
nooga. Tennessee, on Donald Duck Day, last August. 
The event. sponsored by General Beverages, Inc.. 
franchisers of Donald Duck beverages, marked one of 
the first promotions staged by the company in their 
first market area. 
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eye-catching 
emerald green 
7 oz. bottle 





One big reason why RUMMY outsells other specialty 
drinks in so many territories is its smooth, real juice 
flavor that's delicious straight or mixed. 


Unlike ordinary grapefruit drinks sold in an emerald 
green bottle, which are extract flavored, RUMMY’S 
delightful taste is the result of NATURAL fruit in- 
gredients. And it's fortified with a generous amount 
of REAL juices to make it a taste treat for children 


and grownups alike. 


For Free Samples and 
Full Details, Write or 
Phone TODAY 


increase 
volume 





Dovble-Delicious 


$ 1. Delightful Beverage 
2. Sparkling Mixer 


You profit with a RUMMY franchise because you get: 
e@ A drink with double use: delicious straight or 
mixed 


@ A drink sales-tested ... proved in nationwide 
markets 


@ A drink of superior quality 
@ Economical—low ingredient costs 


@ A tried and proven promotion program with 
sales making cooperative advertising, point-of- 
purchase material 





223 WEST ERIE STREET - CHICAGO 10, ILLINOIS 

















water resistant f5ottle Mastes 


makes more round trips 


Bottle Master cartons keep ship-shape longer 


because they’re made of special-treated ALL-KRAFT 


to repel moisture and take rough treatment. 


AUSTIN, TEX. 
Williom Purdy, 2-4645 


COLUMBUS, GA. 
John Crawford, 3-7620 
DENVER, COL. 


Ben & Otto Pfretzschner, 


Tabor 6679 
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ATLANTA 


Atlanta 2, 


GREENVILLE, S.C. 
Harry Olson, 5-4068 
INDIANAPOLIS, IND. 
Kenneth Everett, Plaza 2131 


KANSAS CITY, MO. 
Connie Armstrong, Jefferson 8311 


PAPER COMPANY 


Georgia 


LOS ANGELES, CAL. 

Al Hoppe, Jr., Mutual 3401 
MACON, GA. 

Whitney T. Evans, 3-7437 
MEMPHIS, TENN. 

Mox Cobb, 7-6327W 





NEW YORK, N.Y. 
745 Fifth Ave 
Albert T. Williams 
William J. McDonald, Jr., 
Eldorado 5-7569 
PORTLAND, ORE. 
Branch Warehouse of 
Los Angeles Scales Office 


RICHMOND, VA. 

A.U. Salomon, 5-4079 
SALT LAKE CITY, UTAH 

Ernest F. Mariani, 9-3744 
WINONA, MINN. 

C.P. McCabe, 3090 






Teaching The Teachers... 





Something different in the building of good public 
relations is “Business-Education Day”, held annually 
at Waterloo, Iowa. Waterloo bu.ziness firms partici- 
pating in the activity like the local Seven-Up Bottiing 
Co., a Maher operation, play host to school teachers, 
giving them information on the products they make 
and sell. Above, ‘Professor’ Nick Frank, production 
manager of the 7-Up development, outlines the produc- 
tion problems of the plant. 





“Professor” Clete Pavelka, office head of Waterloo 
7-Up, gives teachers an inside view of management 
costs and tax problems, plus accounting practices. The 
graph is entitled, “The Seven-Up Dollar—Where It 
Goes.” 


Salesmanship was discussed by Bill Perrin of Water- 
loo Seven-Up. That the teachers enjoyed and bene- 
fited from their day at “Seven-Up College’ was dem- 
onstrated by the many letters of thanks which they 
sent to officials of the development. 
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Canadian 
Column... 


3 Big Conventions Coming Up 

Three important beverage conven- 
tions will be held within the next few 
months. 

Largest of the three is the 12th an- 
nual conference of the Canadian Bot- 
tlers of Carbonated Beverages, which 
will be held at the Royal York Hotel 
in Toronto, March 30-31. 

The annual meeting of the Quebec 
Bottlers of Carbonated Beverages has 
been set for February 19 at the 
Mount Royal in Montreal, it has been 
announced by President Paul Brunelle 


and Secretary Therese Delorme. 





This month, on January 20, the 
Ontario Carbonated Beverage Asso- 
ciation will meet at the Hotel London, 
London, Ontario. 


Coca-Cola Ltd. Reports Key 
Promotions 

Lee Talley, President of Coca-Cola 
Ltd., Toronto, has announced the fol- 
lowing changes in executive positions 
in the company: 

Claude Duncan, formerly Secretary 
and Treasurer and Director of the 
Company, has been elected Chairman 
of the Board. Mr. Duncan joined the 
company in Winnipeg over 30 years 
ayo. 

Earl W. Grant, formerly Assistant 
Secretary and Assistant Treasurer, 
succeeds to the office of Secretary and 
Treasurer. Mr. Grant joined Coca- 
Cola Ltd. over 27 vears ago and has 
served in various departments of its 
nationwide operation. 

Charles W. I. Jackson becomes As- 
sistant Treasurer while retaining his 
present post as Comptroller which he 
has held for the past 14 years 


Sussex Ginger Ale Appointments 


Sussex Ginger Ale, Ltd., Sussex, 
N. B., has named Harvey Murray as 
managing director of the company 
and Harold A. Fredericks as secre- 
tary-treasurer. The appointments fol- 
low the retirement of John A. Fer- 
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CLEANING 
with the Liquid 
Superkleen 


HYDRO JET 
Bottle Washer 


All active cleansing is done by 
live action, super-efficient, hydro 
jets. No brushing—no scuffing — 
no scratching. Result; brilliantly 
clean bottles — economically. 


Long efficient soaking loosens all 
matter in the bottle — powerful 
hydro jets positively but gently 
remove every trace. 

Quality control begins with bottle 
washing —ask a Liquid representa- 
tive to give you the complete facts. 


Liguid Machines Assure 


, Le 
C GIZA 


AND PRODUCT STANDARDIZATION 








THE LIQUID CARBONIC CORPORATION 


3100 South Kedzie Avenue e Chicago 23, Illinois 





guson as managing director af- 
ter 32 years in that position. Mr. 
Ferguson will continue to act in 
an advisory capacity. 

Mr. Murray 
Ginger Ale in 1937 as secretary- 


joined Sussex 


treasurer. Mr. Fredericks joined 


Sussex a year ago. 


Canadian Beverage Briefs 


William J. Woon, president 
and managing director of the 
Niagara Dry Beverages, Ltd., 


recently was elected to the Niag- 
ara Falls Advisory Board of the 
Guaranty Trust Co. of Canada. 

_J.J. Terris, head of the Ter- 
one of the 
the Atlantic 
provinces, still takes a turn in 


ris Beverage Co., 


senior bottlers in 
selling his products from a truck. 
That’s one good way of keeping 
in touch with your dealers... . 
City Council of Saskatoon, Sas- 
has the 
sessment rate for bottling plants 
from $1.40 to $1.25 per sq. ft. 


katchewan reduced us- 


Bottler Sells U.S. and Canada 

The International Drug Com- 
pany, St. Stephen, N. B., which is 
Me., 
an international bridge over the 
St. 
New Old Homestead ginger ale 


connected with Calais, by 


Croix River, is marketing its 
and Morning Orange on the U.S. 


side of the river as well as the 


Canadian side. Both products are 


sold in 8- and 30-ounce bottles. 
Distribution is through Char- 
lotte County, N. B., which bor- 


Washington Me., 


on the St. 


ders County, 


Croix River. 





AT A.B.C.B. MEETING 

Many Canadian bottlers and supply 
company officials attended the re- 
cent ABCB Convention-Exposition in 


Atlantic City. N. J. Among them 
were G. R. Desjardins, left, and S. I. 
Boroditsky, both of Western Extract 
Co., Montreal. They are shown rest- 
ing in the “National Bottlers’ Ga- 
zette” booth. 
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Decorations 


that can 


take 
















Bottler Blames City for Plant 
Fire: Sues for $132,750 

A damage suit totalling $132,- 

750.80 has been filed against the 

City of Kingston, Ontario, by 

Jack Elder, owner of Elder's 










Beverages Ltd., whose plant was 






destroyed by fire last July. 


Z. =o . al Specifically, the action calls for 
Be ad bd 1: you will, the treatment that > ¥ $39,600 for damage to the build- 
~— - oe f ings, $35,615.80 damage to ma- 


Exactness in establishing ink formulas is important in 
maintaining uniformity and brightness of colors. 






























crowns get even during normal bottling and 


chinery and chattels, $32,535 


j j j : damage to stock in trade and 
handling is mighty hard on decorations. iat Renan ok WSO toe 
loss of profits and disruption of 
That's why at Crown so much emphasis is placed business from July & until res- 

j j j toration of the plant. 
on producing lithographed decorations that are gta ca tn 
tough and durable. In our laboratories, every step ' started in the city dump located 


behind Elder’s premise sand that 

of crown decoration is predetermined . . . pre- Tae decile: Send tea Miele 
rapidly and they soon destroyed 

tested to make certain that CCS Crowns stiteiat ; 

the entire bottling plant. 


can take the knocks and bumps and stay 


Fork Truck Handling System 
Proves Beneficial 


bright and attractive. 


F How a Canadian bottler saved 
This thoroughness and scientific care is your Correct baking times and temperatures are predetermined $4,500 a year directly and in- 
7 . to produce decorations that are hard and tough. creased usable storage space by 
assurance that CCS Crowns will give you less aie ain sek dei ae ie 
i stalled a for ‘uck handling sys- 
dusting in the hopper .. . less scratching under stalled a fork truck h andling 8; 
tem is related in Clark Equip- 
the capping head... long lasting beauty on ment Company’s current issue of 
the ‘Material Handling News.” 
A. L. Gray, President of Black- 


woods Beverages, Ltd., Van- 


a your bottles. Crown Cork & Seal Company, 
Baltimore 3, Maryland. Originators and World's 


couver and Winnipeg, tells the 
Largest Makers of Crown Corks. 


story in the first person. Mr. 


Gray explains how he was able 






Plants at: BALTIMORE © ST. LOUIS « SAN FRANCISCO © LOS ANGELES to determine in advance how 


Branch Warehouses Throughout the Nation! much money he would save by 
handling with fork trucks, and 


how they lived up to expectations 





The story also contains ‘“be- 


Sizings and lacquers are accurately checked to make 
sure that coatings will be uniform and durable. 


fore and after” photographs and 
diagrams of Mr. Gray’s own 


plant. For a free copy, write to 






the Clark Equipment Company, 
Industrial Truck Division, Battle 
Creek, Michigan 










New Canada Dry Plant 
Construction has started on a 


new plant for Canada Dry Bot 






More of them are sold than any other kind 


tling Company Lakehead Ltd., 
Port Arthur, Ontario. The new 











plant will service Thunder Bay, 





Kenora and Rainy River Dis 
tricts 









Inks are mixed and thoroughly tested in small lots before 
being manufactured in production quantities. 
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Take the streamlined route to 
greater volume and profits — with 
Double-Cola! It’s a proven seller in 
a market where approximately 72% 
of all soft drinks sold are Colas. It’s 
backed by over 30 years successful 
bottling experience. It’s pre-sold 
through newspaper, radio, television, 
motion picture and place-of-sale 
advertising . . . and re-sold on per- 
formance. Double-Cola can give you 
more volume and more profits with 
no increase in overhead. Don’t wait 
too long. Give us the signal now and 
hop on board for ’53. 


THE DOUBLE-COLA COMPANY 
CHATTANOOGA e¢ TENNESSEE 








What's Your Big Problem? 


A new feature which will appear from time 
to time in N.B.G. Bottlers whose comments ap- 
pear in this month’s column were interviewed 
at the Georgia bottlers’ convention, Dec. 7-8, in 
Savannah. ' 


“We're getting 96c 
in our territory, so 
price isn’t the big 
problem it once was. 
Our main headache 
now is obtaining per- 
sonnel—that is, good 
personnel. There is a 
limited amount of 
available help in our 
market, and what is 
available, isn’t too 





good. When we get a good man, we give him good 
working conditions in order to hold him.’”—Tom 
Parker, Double Cola Bottling Co., La Grange. 


“There is no doubt 
as to what my big 
problem is. It’s price. 
My plant and all other 
plants in the terri- 
tory are still strug- 
gling at 80c. Under 
current economic con- 
ditions, that price is 






completely —unrealis- 
tic. You can’t make * 
headway or progress MANDEVILLE 
at this level. Naturally, I’m hoping for a change.” 

Leon Mandeville, Canada Dry Bottling Co., 
Atlanta. 





“Our problemis 
still price, notwith- 
standing the fact that 
all bottlers in our ter- 
ritory raised prices 
about two years ago. 
That’s because we 
didn’t raise high 
enough. We went to 
%5c per case, and at 
85c you. still can’t a . 
carn a fair profit. We STAFFORD, GREEN 
didn’t have any unfavorable reaction from the last 
increase, and we’re pretty certain that another in- 
crease would prove successful, too. We'd like to go 
up again with the other plants in our territory.” 
Pat Stafford and C. BE. Green, Dr. Pepper Bottling 
Co., Fitzgerald. 


(Continued on Page 68) 


National Bottlers’ Gazette 














Persoual 
Vtems... 




















Richard Dempster, manager of 
the Coca-Cola Bottling Co., At- 
chison, Kansas, is really active in 
local affairs. He is secretary of 
the Atchison Fellowship Club, a 
member of the Rotary Club and 
the Chamber of Commerce , , 


Clifton C. Carter, owner of the 


Seven-Up Bottling Company of . 


the Brazos River Valley, Bryan, 
Tex., has been elected Commis- 
sioner of Little League baseball 
for Brazos County. As such he 
will have several leagues under 
his direction and jurisdiction. 
William R. Bernard, vice pres- 
ident of the Detroit Coca-Cola 
Bottling Co. and a member of the 
Detroit Board of Health, has 
been appointed chairman of the 
1953 March of Dimes for the 
Wayne County Chapter of the 
National Foundation for Infan- 
tile Paralysis . . . Lincoln R. 
Young, vice president and sales 
manager of Virginia Dare Ex- 
tract Co., Brooklyn, N. Y., re- 
cently returned to his desk from 
an extended trip to Mexico. On 
his trip Mr. Young met with Vir- 
ginia Dare flavor representatives 
in that country and producers of 
raw materials. Mr. Young’s pri- 
mary objective was to make a 
comprehensive survey of Vir- 
yinia Dare business potential in 
the growing Mexican market. 
William G. Zetzmann, Sr., 
chairman of the board of the 
Zetz Seven-Up Bottling Company 
is engaged in another worthy 
civic enterprise. The current 
project involves the planning for 
the 1953 Louisiana Purchase 
Sesquicentennial celebration ... 
Robert W. Woodruff, chairman of 
the executive committee of The 
Coca-Cola Company, has been 
appointd a member of an advis- 
ory committee on highway safe- 
ty. Appointment of the 13-man 
group was made in Washington 
by Secretary of Commerce 


Charles Sawyer. 
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... the CARBO-COOLER does it either way 


In 1946, the Coca-Cola Bot- 
tling Company of Miami, Flor- 
ida, installed a Carbo-Cooler to 
produce carbonated water for a 
conventional type filler. This 
unit was later used with a con- 
ventional filler at Ft. Lauderdale 
Coca-Cola Bottling Co. 


In 1951, Key West Coca-Cola 
Bottling Co. decided to install a 
mix filler to speed up production 
and eliminate the bottle tum- 
bling equipment which occupied 
needed space in the filling room. 
A check indicated that the 
Carbo-Cooler at Ft. Lauderdale 
had ample capacity to handle the 
faster pre-mix operation. So a 
Carbo-Cooler used in one plant 
with a conventional filler is now 
delivering cooled and carbonated 
Coca-Cola syrup to a high speed 
Meyer mix filler in a second 
plant. 


x=_xK«*« 


Get the full, profitable Carbo-Cooler 
facts—write for Bulletin 181 today to: 


MOJONNIER BROS. CO. 
4601 W. Ohio St. * Chicago 44, Illinois 


FSTERDAY on a Conventional Filler 







































on a Mix Line 





now: 
. should : used interchangeably sid 
e 


oler can b ty fillers. 
mbines both 


Facts Y° 
Cooler and 






Mojyonmnier CARBO-COOLERS 





Also Syrup Coolers and Water Coolers 








* Bottled soft drinks ... food for thirst. 


ELEVEN YEARS BEFORE INK WENT AUTOMATIC 


By the time Mr. Waterman's foun- 
tain pen was introduced in 1884, we 
had eleven years’ experience in the 
manufacture of beverage bottles. 

Today, eighty years later, we have 
produced billions of beverage bottles 
to protect the many fine beverages 
America drinks. 


~— Bunaglas 


COWENS-ILLINOIS GLASS COMPANY ¢ TOLEDO I, OHIO e BRANCHES 
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In these eighty years we have faith- 
fully endeavored to carry out con- 
tinuous improvements in beverage 
bottle quality, such as the Syncro- 
Flash Finish, the Dimple Register- 
ing Lug, the High Lustre Finish that 
keep Duraglas beverage bottles 
ahead of the parade. 


So take advantage of our eighty 
years of experience and give your 
product the package it deserves 

a sparkling Duraglas Package. 
No one else can offer you the results 
of such long and such broad bever- 
age bottle manufacturing “know- 


how oY 


BEVERAGE BOTTLES 
Look better-Last longer 


IN PRINCIPAL CITIES 


What's Your Big Problem? 


(Continued from Page 66) 


“We have a variety 
of problems like most 
plants, and I can't 
really single out any 
problem as being far 
more pressing or im- 
portant than others. 
However, we used a 
lot of bottles this 


year, and lost quite 





a bit. So, perhaps we 
could use a higher de- HARRELL 

posit. I feel an increased deposit would help bring 
in the bottles, but on the other hand, it might hurt 
sales. This is a subject that the trade should ex- 
plore.._L. B. Harrell, Coca-Cola Bottling Co., Way- 


CTOSS, 


“There is no doubt 
in my mind but that 
price is still our most 
pressing problem. At 
80c—that’s the whole- 
sale price in Atlanta 

it’s understandably 
tough to even hold 
your own. There is 
some indication that 
bottlers in my terri- 
tory will soon go up, GOULD 
but this is not definite. If it happens, we’ll all be 
a lot better off.-B. W. Gould, Orange-Crush Bot- 
tling Co., Atlanta. 





“How to get the 
right type of person- 
nel is one of our main 
problems. It seems 
that the desirability 
of a beverage route- 
man’s job has lessened 
considerably in recent 
years. Frankly, you 


don’t find many good 





people applying for 
jobs these days. If a POINDEXTER 
good one does come along, we do our best to hold 


him. 





“We're getting 80c now while other plants in 
our territory are getting 96c. But we have no im- 
mediate plans to raise.”—J. S. Poinderter, Coca- 
Cola Bottling Co., Savannah. 
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CALIFORNIA 


Leo A. Nebergall has been appointed 
sales manager of the Oakland plant 


of the Coca-Cola Bottling Company of 


California, according to W. R. Wind- 
miller, manager of the plant. Mr. 
Nebergall has been associated with 
the company for the past ten years... . 
Fresno Beverage Co., Fresno, has in- 
stalled a pasteurizer, having started 
in the bottling of chocolate beverages 
Sierra Club Distributing Co., 
Glendale, has engaged in the bottling 
of the full line of Donald Duck bever 
ages, and will serve a wide area. 
George S. Cobb, for 16 years with 
the Coca-Cola Company, starting as 
route salesman in Seattle, Wash., has 
been made manager of the Coca-Cola 
Bottling Co., 


pointment was announced by T. G. 


San Francisco. His ap- 


Sovykin, president of the Coca-Cola 


MO Bi tll ais ENO aD BO OME A 0 Mei e WG nied row 


MODERN AND ATTRACTIVE 


The beautiful new plant of the Seven-Up Bottling Company of Eunice, La., is pic- 
tured above. Built of brick and steel, the new building combines sleek design and 
peak-efficiency features. L. S. Uzzo is owner and manager of the operation. 


bottler 
briets 


Bottling Co. of California ... J. S. 
Lockard, formerly manager of the 
Canada Dry Bottling Co., Seattle, 
Wash., has been transferred to Los 
Angeles, where he has been made as- 
sistant manager of the district division 
of Canada Dry, in direct charge of 
sales and promotion . .. Victor M. 
Castagnola and Bruno J. Dighero have 
taken over ownership of the Belfast 
Bottling Co., Sacramento, from Paul 
J. Calagavi. 


Bireley’s Beverages of Oakland 
San Francisco recently announced a 
$250,000 industrial expansion, through 
the Oakland Chamber of Commerce. 
A 25,000 square foot plant will be con 
structed on a 46,600 square foot site 
in Oakland. This new plant will serve 
San Francisco, Oakland and Marin and 
Contra Costa counties. The new plant 


will replace Bireley’s present one on 









TU 1s tk eee 


Now you can afford 
electric fork truck 
efficiency 


at just Y the usual outlay! 


The SpaceMaster Model “J” is the rugged, it is inexpensive to operate, 
ideal fork life truck for bottlers. It with negligible downtime for mainte- 














gives you all the efficiency — all the nance and inspection. The exclusive 
ruggedness — of full electric fork Lewis-Shepard control features and 
truck operation — and you pay just exceptional stability make it ultra-safe. 


V2 the usual cost. Ideal in capacity and operation for 
Lewis-Shepard’s unique one-design- any size bottling plant, the Model “J” 
line makes it possible to produce this can be priced from only $2765, battery 
sturdy,arc welded truck ata pricelower and charger included. 
than any other in the electric field. Learn how Lewis-Shepard Space- 
Here are the details: handles pallet Master Trucks are cutting loading time 
loads up to 2000 Ibs.; right angle stacks in half —and boosting profits — for 
in 8’ aisles; turns on a 49” radius; ideal others, and how they can do it for you. 
for limited floor load capacities; Write for Catalog and “Electric Fork 
weighs under 4000 lbs. Because it is Truck Comparison Chart’, TODAY! 


® wee*.™a 
LEWIS-SHEPARD :& *. «. 

























Nationwide Service — See “Trucks, Industrial” , 5 “MASTER” 
in your Yellow Phone Book % Ss Ne Line 








Lewis-Shepard Products, Inc. 
229 Walnut St., Watertown 72, Mass. 


Please send Catalog and ‘Electric Fork Truck Comparison Chart’ 





Name 


Company 
Street 


City State 


ee 





Adeline Street, and will be ready for 
occupancy in May. The plant is owned 
and operated by four brothers, Joe, 
Herman, Al and Morris Zatkin. They 
bottle and distribute only Bireley’s 


fruit flavors. 


COLORADO 

Now under construction is a new 
70 by 140 foot plant for the Seven-Up 
Nesbitt Bottling Co., 
building is expected to be completed 


Greeley. The 


in March. Firm is owned and man- 


aged by Gid W. Gates, H. F. Timbers 
and Ray H. Timbers. They also op- 
erate Seven-Up plants at Alliance, and 
Gering, Nebraska. 


DELAWARE 
Pepsi-Cola Bottling Co. of Wilming- 
ton plans to construct a new $215,000 


plant. 


FLORIDA 


Seven-Up Bottling Company of 
Miami, has installed a Liquid Model 


I) ®-head rotary crowner. 


The proof is in the TASTE... 


and %efey Fruit Flavors 
are TASTE SUPERIOR! 


Write for samples today! 


© Nifty flavors are made from delicious fresh fruits 


© Nifty flavors are finer . 


© Nifty is appealing to everyone... 


. . fruitier .. 


. tastier... 


everywhere 








BLACK CHERRY 


Made from fresh fruit 


Mikey 


4 oz. 





Nifty 


4 o2. 


BLACK RASPBERRY 


Made from fresh berries (2 














PINEAPPLE 


A 1-16 concentrate made with imitation flavor 


and natural juices, 


Wifey 








Bottle under name of Nifty or under your own name. 
CROWNS AND ADVERTISING STRIPS AVAILABLE! 


SALIENT FLAVORING CORP, ew ono ny 
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GEORGIA 

A P & R water treating plant has 
been installed in the new concrete 
block building of the Seven-Up Bot- 
tling Co. of Marietta. 


ILLINOIS 

Bob’s Favor and Beverage Co., 
Springfield, recently installed a larger 
washer to take care of expanding 
business. Bob McDaniel is owner of 


the plant. 


LOUISIANA 

Two 100-gallon stainless steel syrup 
tanks have recently been placed in the 
Bottling Company of 
. At the Zetz Seven-Up 
Bottling Company of New Orleans, 


Seven-Up 
Shreveport . . 


two 500-gallon stainless steel syrup 
tanks with side agitators have been 


put into operation. 


MINNESOTA 

A new addition, 26 x 26 feet, is be- 
ing added to the Milaca Coca-Cola 
Bottling Company’s plant on the east 
side of the present building. This new 
part will house the offices, bottling 
room, stock room, and room for gen- 
eral supplies. It will also include an 
inside loading platform. An entirely 
new tile front will be extended o er 


both the old and new addition. 


MISSOURI 


Seven-Up Bottling Company of Jef- 





ferson City has installed a new Liquid 
24-spout Filler, a Liquid Accumulating 
Table, 300 GPH Liquid Cooler, 15 Ton 
Carrier Compressor (Freon) K. K. 
Polisher, and a 24” Western Carbon 


Unit. 


NEW JERSEY 

Thomas F. Mansfield, past president 
and Director of ABCB, and Executive 
Secretary of the New Jersey Bottlers 
of Carbonated Beverages, is now asso- 
ciated in an executive capacity with 
the Crescent Beverage Co., Newark. 
Mr. Mansfield will be sales director ot 
the Coffee Time aad Orange-Crush 
Divisions. His appointment was an- 
nounced by Jack Kessler, executive 
head of Crescent Beverage. 


NORTH CAROLINA 

Nehi Beverage Co. of Salisbury, 
Inc., capitalized at $100,000, has been 
organized by R. E. Manning, Sr., R. E. 
Manning, Jr., and Lillian E. Manning, 
all of Salisbury. 


NORTH DAKOTA 

James L. McIntyre has been named 
manager of the American Bottling 
Co., Grand Forks, it has been an- 
nounced by E. C. Day, chairman of the 
Board of Directors and treasurer of 
the company talph Pudwill has 
been named plant superintendent for 
the Seven-Up Bottling Company of 
Bismarck, succeeding Orville Mickel- 





For many years active in local sports events, Big Boy Beverages, Inc., Rummy bottler, 
of Cleveland, O., proudly presents its current bowling team. Pictured standing are: 
M. O. Turner, president of the bottling firm, and Frank Ptak, bowling establishment 
proprietor. Mr. Turner believes that bowling and soft drinks have two things in 


common: both are clean and healthful. 
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r finger « 


un the exact characteristic 

standing root beer 

FROSTIES smooth creaminess oth 
, 





NEW FROSTIE BOTTLER 


George Rackensperger, left, President 
of the Frostie Co., Baltimore, Md., con- 
gratulates one of the newes' Frostie 
bottlers—Oscar Seymour, of Walterboro 
Bottling Co., Walterboro, S. C. Looking 
on at right is Frostie’s southeastern rep- 
resentative, Milton Cooper. 





son, Who died recently. This announce 
ment was made by J. F. McGurren, 
owner of the Bismarck Seven-Up op- 
eration. McGurren also disclosed that 
construction of a new $10,000 heated 
warehouse was completed recently at 


his development 


OHIO 
John T 
eral manager of the Cleveland Coca 
Cola Bottling Co. Coca-Cola Bot 
tling Co., Bellefontaine, has been sold 
by M. E. Holley to Joseph W. Weis 
haupt ... Jeffersonville Bottling Co., 


Corbley is the new gen- 


Jeffersonville, recently installed a 





HANDLING EFFICIENCY 


Space conservation and 
neat handling of cases is 
being achieved at the Dr. 
Pepper Bottling Co., St. 
Louis, through the use of 
this Towmotor fork lift. Bob 
Rautenberg, manager of the 
St. Louis operation, looks on 
as the device deposits a flat 
loaded with empty shells 
high on the stack near the 
ceiling. 
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model G Burns Filler... Miller-Becker 
Co., Cleveland, has announced plans to 
build a new million dollar plant. The 
new building will be a single story 
structure with 48,000 square feet of 
floor space... Another big expansion 
program, involving an expenditure of 
one million dollars, is reportedly being 
mapped out by owners of the Ports- 
mouth Coca-Cola Bottling Co. The 
plans include adding a wing to the 
present two-story building, as well as 
remodelling of the present building. 
R. A. Kirby 1s manager of the opera- 


tion. 


OKLAHOMA 

A plant addition measuring 25 by 
50 feet is under construction at the 
Seven-Up Bottling Company of Law 
ton. The additional space will house a 
bottling and syrup room. The Lawton 
Seven-Up operation is owned by the 
Seven-Up Bottling Company of Ard 
more ... Paul Hansen, former zone 
manager for the parent Dr. Pepper 
Company, recently became sales man 
ager of the Dr. Pepper Bottling Co., 
Cklahoma City. His appointment was 
announced by W. S. Kilborn, owner 


manager of the plant. 


SOUTH CAROLINA 
Capitalized at $5,000, Sun Crest 
Sales Co., Inc., of North Augusta, has 


been organized to distribute and sell 





bottled drinks and beverages. W. Gor- 
don is president. 


TEXAS 

A new 16-wide washer, capable of 
handling 176 bottles per minute, re- 
cently was installed by the Coca-Cola 
Bottling Co., Marshall. Manager Ver- 
nard Grimes said that the unit doubles 
the production of the soaker he has 
replaced . . . George Connor has been 
appointed assistant sales manager of 
the Coca-Cola Bottling Works, Dallas 


_.. Dr. Pepper Bottling Co., Vernon, 
recently completed the installation of 
new bottling equipment. New ma- 
chinery includes 20-spout Cem filler, 
Miller Hydro soaker, Crown Cork & 
Seal mixer, Cem saturator, Evans 
heater, Potter & Rayfield water cooler 
and Infileo water treating unit. Plant 
owner Fred Roetschke recently was 
elected Mayor of Vernon. 


WASHINGTON 


M. L. Jacobs, formerly advertising 





Ladewig Washer Wins Top Interest 
At Atlantic City Exposition! 


Our thanks to the many bottlers 
who visited our booth at the show 
and made such enthusiastic com 


ments about our washer. 


mired its rugged construction its 
smooth, quiet operation. Also its 
remarkably efficient system of jet 
spray pressure washes and rinses 

and many other improved features 





You bottlers who checked every 
feature of our washer were quick to 
recognize that our original engi- 
neering advancements have set a 
pattern for the industry to follow. 
That others are attempting to match 
the Ladewig Washer, is ‘the sincer 
est form of flattery.” 


TO YOU BOTTLERS WHO 
WERE NOT AT THE SHOW 
let us mention a few reactions of 
those who were there: 


Bottlers were particularly im 
pressed with the Ladewig Washer’s 
provision for long, continuous soak 
ing in only one tank instead of 
multiple compartments. They ad- 


for dependable, trouble-free, eco- 
nomical operation. 


But the most convincing proof 
that the Ladewig Washer is ‘‘the 
greatest improvement in bottle 
washing methods in 40 years” 
was the number of bottlers who 
ordered at the show or stated that 
their next washer would be a 
“Ladewig.”’ 

Join these bottlers and the 
many satisfied present Ladewig 
users. RIGHT NOW is the time to 
‘get set’ for next season and be 
ready to turn out MORE and 
CLEANER bottles per hour, per 
dollar with a Ladewig Washer. 


Write at once for 30-page book which illustrates and 
describes ALL the advantages of the Ladewig Washer 


ARCHIE LADEWIG CO. 





WAUKESHA 
WISCONSIN 
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manayer for Coca-Cola, Inc., Seattle, 
has been named manager at Cascade 
Coca-Cola Bottling Co., Inc., Yakima, 
succeeding Vern J. Freeman who has 
resigned to go into business for him- 


self... The Western Pepsi-Cola Bot- 
tling Co., Spokane, has installed a 
Kol-Flo syrup cooler .. . Plans have 


been completed fer the fitting up of a 
bottling plant in Everett by the newly- 
organized Seven-Up Bottling Co., Inc. 
The new company has been incorpo- 
rated with a capital stock of $75,000 
by P. F. Glaser and L. L. Aughnay, 
of Glaser Beverages, Inc., of Seattle, 
ind J. C. Christensen, of Everett. It 
is expected that the plant will be ready 
for operation in the Spring. 


WEST VIRGINIA 
Hartman Bottling Works, Wheeling. 
has installed a model B Burns Filler. 


WISCONSIN 

A model K Burns filler recently was 
added to the production line of the 
Mountain Valley Water Co., Milwau- 
kee, 


WYOMING 


New plant of the Pepsi-Cola Bot- 
tling Co., Cheyenne, recently was put 
into operation. The plant, serving five 
southern Wyoming counties, bottles 
and distributes Pepsi-Cola, Seven-Up 
and Nesbitt Orange. Owner-manager 
of the firm is Harry E. Ruckman, as- 
sisted by his son, H. Phil Ruckman. 








HIRES K. C. MANAGER 


Eugene C. White has been appointed 
Manager of its Kansas City plant opera- 
tion by the Charles E. Hires Co. White 
had previously served the Hires organi- 
zation in several other important ca- 
pacities. 















What Makes A Goo 


ales Manager? 





Planning and properly conducting sales meetings represents one of the sales 
manager's most important functions. It is a job that requires organizing ability. 
creative vision, and an understanding of human nature. 





The most effective man is a 
balanced combination of 
talents seasoned with under- 
standing of human nature and 
wide experience. How do you 
measure up? 


Since the purpose of all business 
operation is to sell products or 
services, sales management must al- 
ways be considered a position of vital 
importance. All too often, when a 
sales manager is to be appointed, top 
management simply looks over the 
list, selects the individual with the best 
selling record, and puts him behind 
the management desk. 

Granted that a sales manager must 
have personal selling experience, it is 
likewise true that star salesmen do not 
always offer the best management ma- 
terial. The reverse is apt to be true. 
The reason is that the topnotch sales- 
man inclines to be more of an individ- 


ualist than an organization man, is apt 


to have more of an inspirational than 
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a balanced disposition. The important 
quality in a manager is facility in 
planning, directing and coordinating 
the work of others. 

Leadership carries responsibility 
which to the few is a natural challenge 
and to the many is a nerve-wracking 
burden. This is why good manage- 
ment material is always in demand 
A failure in sales management can be 
costly to a business. We have known 
efficient sales organizations to break 
up, valuable men to seek other employ- 
ment, customer relations to be ser- 
ously jeopardized, simply because some 
temperamental autocrat was put in 4 


management position. 


Ability To Pick Men Is Necessary 


Success or failure of a sales man- 
ager depends more on the organization 
he builds than on front office politics 
Picking of good sales material requires 
more than superficial judgment based 
First 


sions and appearances can be 


on short interviews. impres 


highly 





deceiving. Most men with sales train- 
ing are fluent talkers, they know the 
importance of good appearance, are at 
their ease when meeting strangers, 
know how to present themsclves to besi 
advantage. It is only through search 
ing questions, investigation of refer- 
ences, checking of records, that flaws 
in character-or ability become obvious 

Experienced sales managers know 
that good character is of primary im 
portance. If a man does not have in- 
tegrity, if he can’t be counted on to tell 


the truth, to protect his company’s 


effort .. 


profits . . 





Heavy, outdated hand trucks mean wasted 
. non-productive labor! You and 
your driver-salesmen can't make money play- 
ing weight-lifter! Increase business . . 
. by equipping your fleet with 


interests, deliver an honest day’s work 

whether he is closely watched or 
not—there isn’t much of a foundation 
to build on. In judging people, we 
must remember that they don’t change 
much. What a person has done in the 
past, he is pretty apt to repeat in the 
future. If a man has had difficulty in 
getting along with superiors, if he has 
found it hard to adjust himself and 
has drifted from job to job at fre- 
quent intervals, if he knocks his for- 
mer employers, the chances are that 
he is unstable and will be difficult to 


. and 











Magliner magnesium hand trucks! 


Strong! 


Ibs.—and more! 








Certified strength. Capacity- 
rated to handle loads of 450 


rying Capacity. Five cases 
handled securely—with ease! En- 


NO OTHER HAND TRUCK GIVES YOU THESE ADVANTAGES! 


magnesium 
light! 


As light as 11 lbs.—Magliner 
hand trucks are easily lifted 
by a child. Try this with 
your present equipment, and 
compare! 


5 Case Capacity! 


25% greater-than-average car- 


ALL PARTS REPLACEABLE! 


No weld failures! No costly 
repairs! No truck scrapping! 


zineered weight distribution. 





GET THE FACTS...MAIL TODAY! 


Mog hiner 


magnesium 


HAND TRUCKS 


MAGLINE INC. + P.O. BOX 361 | 
PINCONNING, MICHIGAN | 





Please mail descriptive bulletin HT-101 


Please have your representative orrange oa trial 


demonstration 
Nome 
C ompany 
Address 
City Zone State 


State size of fleet 





handle. The same is true of other 
deficiencies, such as laziness, bragga- 
docio, addiction to alcohol, and play- 
boy inclinations. 


Must Be Able To Handle Men 


A good sales manager commands the 
loyalty and respect of his organization. 
He makes work interesting, instead of 
monotonous. He inspires enthusiasm 
rather than fear, cooperation rather 


than resentment. His policies are im- 


partial but his handling of men is per- 
sonal. He realizes that men differ in 
their natural abilities, and attempts to 
analyze and bring out the best in each. 
tealizing that workers are interested 
in three primary things—-job security, 
personal recognition, and a square 
deal, he does everything in his power 
to insure them. He tries to help each 
man develop business on a permanent 
and profitable basis. He shows each 
man the respect and tolerance he is 
entitled to as an individual. And he 


























CROWN CLEANING MACHINE 


Removes metallic slivers, cork and other 
foreign particles from crowns. Delivers 300 
gross crowns per hour. Built to give years 
of dependable service. 


Fowler 
Appliances 


No matter what you pay you can not get 
better bottling appliances than Fowler. 
These simple, practical appliances are 
built to give years of satisfaction; initial 
prices are low. They will quickly pay for 
themselves in your plant. 


Other FOWLER Products 


@ Cooler Paint Remover 
@ Empty Gas Drum Signal 
—— @ Crown Hopper Control _ 
@ Case Painting Machine 
@ Syrup Pump 
@ Bung Puller 


Bottlers 


Appliance Co., Inc. 
675 Pulaski St. Athens, Ga. 








CASE REBANDING MACHINE 


Metal straps easily renewed by stretching 
tightly around each end of case. Both 
hands of operator remain free. Nothing 
to get out of order. Lasts a lifetime. 


None Better ... 
at any price! 


CASE PRINTING MACHINE 


One operator can handle 2000 to 4000 
cases per day. Made for full or half-depth 
cases or both. Simple rugged construction. 
Hand or motor operated. 
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is careful to play no favorites, treats 
each man fairly, keeps his word, and 
gives salary raises on the basis of ac- 


complishment. 


Ability To Plan And Organize 


Some men can develop plans, but 
can’t carry them through to comple- 
tion. It is highly important that a 
sales manager be a finisher as well as 
a starter. Experience in sales work 
teaches us that if 
planned, if service is maintained at a 


work is. well 


high level, if customer relations are 
sound, sales volume will follow as 
surely as day follows night. With this 
principle in mind, the sales manager 
concerns himself with perfecting the 
details that go into the promotion of 
sales, rather than day-to-day fluctua- 
tions in orders. 

Further than this, he makes it his 
business to analyze results. He is con- 
tinually alert to weak spots that need 
bolstering; men who, for one reason 
or another, are falling down on the 
job; products that are not repeating; 
dealers who are dissatisfied for one 
reason or another. He constantly 
checks territories for possible’ im- 
provements in sales coverage, and he 
keeps well informed on tactics of com- 
petitors. He bases his decisions on 
facts, not hearsay, hunches, or rumors. 
And he reads the trade publications 
attentively because they offer the most 
important source of information on all 
phases of his industry. 


Ability To Conduct Sales Meetings 


There is no activity in which the 
sales manager shows his ability, or 
the lack of it, more clearly than in 
organizing and conducting sales meet- 
ings. Such meetings can be a waste of 
time, or can be highly beneficial to all 
concerned. Experience shows that cer 
tain basic methods insure best results 
For instance, meetings should be held 
at regular intervals, and on company 
time. They should be short and snappy. 
Long meetings which drift into aim- 
less discussions or arguments yield 
little more than fatigue and _ irrita- 
tions. Subject material for the meet- 
ing should be prepared in advance. 
Above all, the meeting should be or- 





derly. When more than one person 
talks at a time, the value of discussion 
is lost. The sales manager should do 
a lot of listening as well as talking. 
Salesmen are the eyes and ears of an 
organization. When they are urged to 
take part in the meeting, they can 
offer lots of information 
about market conditions and the tac- 


valuable 


tics of competitors. It is a good idea 
to have men in charge of other depart- 
ments of the business — credits, ac- 
counting, purchasing, shipping, adver- 
tising—take part in the meetings to 
help gear the efforts of the sales de- 
partment to the rest of the operation. 

Sales management calls for a_bal- 
anced combination of talents which 
is not easily found in one individual. 
Organizing ability, creative vision, 
understanding of human nature, broad 
perspective and experience are the 
most important. It is vitally important 
to select the right man for this posi- 
tion—-otherwise the entire marketing 
program may suffer, and bring about 
a drop in sales which may lead to 
bankruptcy. 








SNACKING UP... 


A British rifleman in Germany fortifies 
himself with doughnuts and a soft drink 
during a recent military exercise under- 
taken by the N.A.T.O. countries in 
Europe. His headgear is camouflaged 
... but there’s no concealment of the 
fact that he’s enjoying the snack. (Wide 
World Photo courtesy of British Informa- 
tion Services.) 
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RECEPTACLES OFFER AD OPPORTUNITIES 


“Torpedo” receptacles, produced by the F. H. Lawson 
Co., Cincinnati 4, Ohio, are offered to bottlers for use 
alongside cup vendors, or as advertising media where 
installed—in schools, hospitals, factories, etc. The re- 
ceptacles feature an outer shell that lifts easily from 
metal inner can for quick emptying. Available in 3 
sizes (14 gal., 16 gal., and 28 gal. capacities), as 
shown above. 





New Carton Opener, Ist In Trade, 
Offers Labor, Other Savings 


The soft drink indus 
try’s first carton open 


Master Carton Opener 
is being introduced by 


Atlanta, Ga., as a labor 
saving contribution — te 
the cartoning operation 


The machine operates 


with four rubber cups 
coming in contact with 
one side of the collapsed 
carton and bringing it 
into position while lock- 
ing the bottom at the 
same time. Up to 70 6 
bottle soft drink cartons 
can be opened per min 





ute. Being a completels 
self-contained unit, the 





Carton Opener can be 
used continuously on any 


beverage bottling line at 


$° 


Atlanta’s Carton Opener 


Varying speeds or can 
operate intermittentls 
when required. Equipped 
With casters, it can be 
moved to any desired location. 

Besides saving labor, the Carton Opener saves 
cartons so often discarded by plant employees wh« 
do not take time to open them carefully. It also im 
proves inspection by permitting time for thorough 
examination for broken glass, cleanliness, and gen- 





eral appearance of the cases returned from the 
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ing machine, the Bottle 


Atlanta Paper Company, 


on a suction principle 








trade, 
sorted and knocked down. 
Production of the Carton Opener begins this 





and reopens used cartons that have been 


month and deliveries will start in April. It is said 
to be priced “in the low four figures”. 


Liquid Carbonic Bows New 
Bottle Washers 


The Hydro-Jet 80 & 120, a new line of Superkleen 
Bottle Washers, are being introduced by The Liquid 
Carbonic Corporation, Chicago. The Hydro-Jet 80 
& 120 are 8-wide and 12-wide double end models. 

Designed for the medium capacity bottler, the 
new units feature a Built-In Automatic Feeder 
Table, a Rotary Bottle Infeed, Multi-Compartment 
Soaking, a Precision-Timed Hydro-Jet Carriage and 
a Cushion Discharge. 

Zottles going through the Five Sanitation Stages 
of the Hydro-Jet 80 & 120 bottle washers receive 
15 cleansing ‘‘treatments’, in addition to long 
caustic soaking, before the bottles move yvently out 
of the machine. 

The new Hydro-Jet line also features a continuous 
drive for smoother operating motion. Equipped 
with a Vari-Speed Pulley, the new drive is con 





Liquid Carbonic’s New Hydro-Jet 80 4& 120 bottle 


washers are designed for medium-capacity bottlers. 





veniently positioned beneath the Cushion Discharge 

Many other features are graphically illustrated 
in a booklet published by Liquid entitled “The 
Hydro-Jet 80 & 120.” This booklet is available bs 
writing The Liquid Carbonic Corporation, Adve) 
tising Department, 3100 South Kedzie Avenue, 


Chicago 23, Illinois 


Fully Automatic Transmissions 
In Ford's 1953 Trucks 


Ford Division of Ford Motor Company has an 
nounced that its new 1953 line of F-100° series 
trucks, including the pick-up and panel delivery, 
will be equipped with fully automatic transmissions 
as optional equipment. 

“Ease of driving and reduced operator fatigue, 
plus economy which averages approximately the 
same as conventional drive, make the fully automatic 
Ford transmission an outstanding performer,” ac 
cording to L. D. Crusoe, vice president of Ford and 
general manager of the Ford Division 
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Gravity Conveyor Combines 
Strength, Lightness 


A new Steel Wheel-Aluminum Frame gravity con- 
veyor that combines strength with lightness has 
been announced by The Rapids-Standard Company, 
Inc., manufacturers of Rapistan conveying equip- 
ment. This new model is said to answer the need 
for a highly portable conveyor that has the durabil 
ity to stand up under heavy loads. 

The new Steel Wheel-Aluminum Frame conveyor 
is manufactured in 45 and 90 degree curves, 5, 8 and 
10 foot lengths, and 12 and 18 inch widths. It is 
available with a wide choice of wheel spacings rang- 
ing from 6 to 18 wheels to the foot. A five-foot sec- 
tion 12 inches wide with 8 wheels to the foot weighs 
only 23 pounds, vet will support a half-ton distrib 
uted load. 

Further information and specifications on the 
new conveyor may be had by writing The Rapids 
Standard Co., Inc., Dept. AS, 342 Rapistan Building, 
Grand Rapids 2, Mich. 


Pinch Frame Body Gaining 
Wide Bofttler Use 


The pinch frame bottlers’ truck body, developed 
by the Pinch Frame Body Co, of Fresno, Calif., is 
yaining increasing usage throughout the industry, 
it was reported last month. Already, 650 of these 
units are being employed by bottlers 

The patented) pinch frame construction (see 
photo) is said to assure lowest floor height, more 
carrying capacity and increased load stability. A 
routeman standing on the ground reportedly can 
reach top cases on a body piled seven high. The 
body is built outside the frame to permit lowest 
body floor height. Units are available with cap 
pacities for 228, 288% and 312 cases, all with gen 
erous working space. 

Pinch Frame Body Company has’ franchised 
numerous truck body manufacturers to produce bot- 
tlers’ bodies on the pinch frame principle. Among 





“Pinch-Frame” bottlers’ truck body. 








To make your brand their first choice 
BOTTLERS JUICES 


USE EXCHANGE 


These quality citrus juice bases give your beverages 
the superior natural flavor and fragrance of fresh 


f 


California oranges and lemons. 


That’s because Exchange Bottlers Orange and 
Lemon bases are made by the Sunkist Growers out of 
choice, juicy citrus fruit grown in the world-famous 
Sunkist groves of California. 


Sunkist Growers 


PRODUCTS DEPARTMENT * ONTARIO, CALIF 

400 West Madison Street, Chicago 6, Illinois 

99 Hudson Street, New York 13, N.Y 
318 Cadiz Street, Dallas 2, Texas 





Exchange beverage bases are prepared to the strict- 
est laboratory specifications. This combination of supe- 
rior fruit and exacting preparation gives you greater 
stability, increased uniformity, extended shelf-life and 
fresh, more natural fruit flavor. 


For full information about these popular, money- 


making bases, write any of the offices listed below: 
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BOTTLERS 
JUICES 
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them are Kinnard Body Works, Bromley, Ky.; C & C 
Sody Co., Oakland, Calif.; Commiercial Body Sales, 
Fresno, Calif.; Stewart & Stevenson Services, 
Houston, Tex.; Remke Body Works, Detroit, and 
W. F. Lacy & Sons, Medford, Mass. 

Jernard Werfel is President of Pinch Frame 
Body Company. 


Standard Conveyor Introduces 
Two New Conveyor Units 

Two new conveyor units have been introduced 
by the Standard Conveyor Co., North St. Paul, Minn. 

The first, a portable live roller conveyor, is suit- 
able for a sorting table. The steel rollers make it 
easy to move the commodity from side to side or to 
slide for loading or unloading. This unit can be 
coupled to the portable belt or to another portable 
live roller. 

The second new unit, a portable belt conveyor, is 
designed for conveying miscellaneous commodities. 
The elevation is adjustable by means of a series of 
holes in the supporting legs. The length and width 
can be made to suit particular requirements. The 
carrying surface is above the side trames and sup- 
porting framework, permitting a commodity to be 
carried that is wider than the conveyor itself. A 
long continuous conveyor can be made up by coupling 
two or more of these units together. 


New Ertel Down-Flow Filter 

A new Ertel Model ECF Filter, a center feed 
unit, features a new down flow filtration principle 
that provides a means for building a uniform stable 
filter cake which will not part from the screens as 
is the case of reverse-flow units. The amount of 
unfiltered material is kept to a bare minimum, being 
oniy that contained in the center feed pipe rather 
than within the entire cylinder. 

The unit is arranged so that the filtering elements 





Ertel’s down-flow filter is a center feed unit. 
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are tightened independently from the outer cylinder, 
This provides a positive seal, allows the use of 
various types of filter media, and prevents the 
danger of bypassing unfiltered liquids. Materials 
are not lost due to leakage or evaporation. Capacity 
of the Model ECF is two to twenty filter sheets. 

For further details, write Ertel Engineering 
Corp., Clinton Ave., Kingston, N. Y 


New Booklet Tells "Aniline Story" 

The fascinating story of the amazing chemical, 
aniline, is told in a booklet, “The Aniline Story”, 
just issued by the National Aniline Division of 
Allied Chemical and Dye Corporation, 40 Rector 
Street, New York 6, N. Y. Copies are available on 


request 


Dr. Enuf Plugs Nutritional Content 


Dr. Enuf, the new vitamin and mineral-fortified 
soft drink developed by the Mark Williams Chemi- 
cal Company, Chicago, will be initially promoted as 
a health beverage 

The company has already prepared a_ bulletin 
which, among other things, lists the various vita 
mins and minerals contained in Dr. Enuf (Bi, 
Niacin, Iodine, Zine Chloride, Manganese Sulfate 
Furthermore, in an attempt to promote the product 
to the dental and medical professions, Dr. Enuf 
bottlers are offering physicians and dentists free 
causes of the product. 

“This type of activity’, according to Mark T 
Maxwell, general sales manager of Mark Williams, 
“should help promote a better feeling between the 
soft drink industry and the medical profession.” 








O-I FILM OFFERS BOTTLE HANDLING TIPS 


A 16mm. sound, color film production on carbonated 
beverage bottle handling. entitled “Sam Soda’s 
Dream,” is being shown to management and per 
sonnel of carbonated beverage companies throughout 
the country by Owens-Illinois Glass Company, pro 
ducers of the film. The picture can be obtained for 
showings to bottlers only by writing the nearest 
Owens-Illinois branch office. 
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W yx to know what’s been published about 
the soft drink industry in the past year? Or do 
you want to “cram up” on any subject pertain- 
ing to the industry? Here is a complete, classi- 
fied, cross-indexed bibliography of articles 
which have been published in National Bottlers’ 
Gazette from January, 1952 to December, 1952, 
inclusive. N.B.G. Readers’ Service will gladly 
supply free tear sheets of any article (when 
available) or photostatic copies at cost. 


A.B.C.B. 


Optumism And Confidence Permeate 1952 


National Convention Dec., 195 
Program Completed For ABCK Convention, 

Nov. 17-20 Oct 1952 
Atlantic City Awaits Bottlers Sept., 195 
Cleveland Sought As ‘54 Convention City July, 1952 
84 Exhibitors Sign Early For Big Show May, 19° 
A.B.C.B., Other Industrial Sugar Uses 

Hit Quota Reduction Feb., 19° 
1952 National Convention-Exposition Set 

for Atlantic City, November 17-20 Jan., 19% 

Accounting 
How To Use Statistics In Your Busine Oct., 19° 
Good Records Protect: Profits Oct., 195 
Accounting Bottles And Cases Mar., 1952 
Profit-Planning Your Plant Feb., 19 
Advertising 


Coke, 7-Up, Canada Dry Among Toy 


100 Newspaper User Dec., 1952 
Terry And the Pirates 

Now Battling For Canada Dry 
National Magazine Advertising Pays Off 


Hires Official Says 


Dec., 1952 


Sept 1952 


Pepsi-Cola Plugs Its Bottlers Sept., 1952 
Bottlers Push Soft Drink And Ice Cream Combo Aug., 19° 
Boom on Picnic Promotion Aug., 19° 
Millions For Soft-Drink Newspaper 

Advertising Last Year Aug., 19 
Direct Mail—Aid to Sale: July, 19° 


There's Sales Opportunity in Advertising 


Where It Pays July, 19°‘ 
Calttornia Grape Juice Firm Halts 

Anti-Soft Drink Advertising July 
Quinac Canada Dry's Gin Mixer 

To Get Big Summer Push June, 19 
Report Coke Bottlers Getting More Ad Hely June, 195 
Big Bargain Advertising May, 19 
Bottler's Radio Show Builds Sales, Dealer Goodwill Mar., 195 
That A Lot of Advertising Fel 95 
Mission to Start Largest Ad Driv Feb., 1' 
Big Mixer Promotion Underway by Squirt Bottler Feb., 19 
Four TV Plugs Bring Bottler Plenty of Busines Feb., 19 
Parent Compames Investing Heavily In 

National Advertising lan 
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Associations 

Soda Water Flavor Group Favors 

Every-Other-Year Exposition Dec., 
Independent Bottlers’ Group to Meet This Month 

New Membership Reported Nov., 
National Wooden Box Association 

Elects New Officers Mar 

Bottles 

Return-O-Mat™ Aids Dealers In Handling, 


Storing Empties De 


Some Hints On How To Get Your Bottles Back De 


New Jersey Bottlers Complete Successful 

Bottle Return Drive Oct., 
Is Exploding Bottle Fault of Bottler 

Texas Supreme Court Says “No July, 
PX's Begin Bottle Roundup Drive June 
Orange Drink Bottle For Coke Bottlers May, 
Bottles Go Up 4% May, 
Grapette Adopts New 7-Ounce Bottle 

For 24-Bottle Case Ap 
Accounting Bottles And Cases Mar 


New Bottle Development Improves 


How To Get Effective Bottle Washing Feb., 
Bottle De Ign Freeze Revoked Jan 
Bottle Makers Expected to Hike Price Jan., 


Carry-Home Cartons 
90-Trip One-Piece Plastic Carton Soon To Bow Aug 
Facts on the Lightweight Carrier July 
Cola Carton Prices Above 25 


In 36 of 54 Cities Surveyed (1951) July 


Civil Defense 

Blood In Beverage Bottles July 
Competition 

Milk Maker Hits Drinks Sept 

Men Still Chief Beer Drinkers, New Survey Shows Aug 

Milk In Flavors, Iced Tea Gets Strong Push July 


Fea Industry Contident It Can 


( arbonation In Pop 


Dominate’? Summer Beverage Business une 
Beer Leads All Beverages In 
Fotal Consumer Expenditures an 


Construction 


Steel Strike, Although Ended, 


Will Slow New Plant Construction Aug 
How To Beat the High Cost of Construction July 
Fase Construction Ruling For Soft Drink Bottlers Apr 

Contests 
Mission Complete Most Spectacular’ Contest N 
Dr. Pepper Dangles Oil Wells As 

Prize Bait In Big Jingle Contest July 
Big “Baseball Contest’ Launched By Hoftman Jun 
Canada Dry Completes Its Biggest Consumer Contest Jan 

Costs 
New D Set For Conteren () 

Beverage Costs, Prof LD 
Plant Help in San Francis« 

Seeking $90 Per 5-Day Week Oct 


ACL Application Feb., 


Sucrest, Following Other Big Renners 


Ups Sugar Price to $8.80 
Reduce Delivery Costs 
Check Rising Costs! 
Cleveland Plants Grant Wage Hikes 
Conference on Beverage Costs 
Planned For October In N. Y. ¢ 
Wage Hikes Granted in St. Louis, N. Y. ¢ 
Industry Concerned Over Further 
Sugar Price Advances 
Crown Makers Seek Price Hike 
More Cost Headaches—Rail, Truck Freight 
Charges Boosted 
Bottles Go Up 4%! 
W S.B. Ok’s Pay Increases For 
Commissioned Employees 
How We Cut Costs 
Old-Time Midwest Bottler 


Blames Rising Costs, Price Rules 


Bows Out 


Pront-Planning Your Plant 

Are “Small Orders’ Costing You Money / 

Low Sugar Quota Set; Aim—Get Price Up! 

Expect Wage Board Approval Soon On 
Driver-Salesmen Wage Hikes 

Bottle Makers Expected to Hike Price 


Crowns-Crowning 
End of Steel Strike Averts 
17 Most-Asked Crowning Questions 
And Their Answers 
Crown Makers Seek Price Hike 
Say Capehart Adjustment Not Suthcient 


Crown Shortag 


Tips On Crowning Troubles 


Crown Inventory Limits Relaxed 
2 * 
Deposits 
Deposit-Cartons Sales-Taxed in California 
Bottler Doubles Deposit and Sale Go I P 


Western Bottlers Raising Deposits 
And "Very Happy” About It 
State Conventions Wall Consider 
Deposits 
Bottlers Set Carton 
Minnesota, Connecticut May Follow 
Minnes« ta 


Increased Bottle, Cas 
Austin (Tex.) 

Deposit 
Higher Deposit Rates Sought At 

Convention 
More Bottlers Boost Deposits 
Chicago 7-Up Reports 
Carton Deposit “Big Success 
How To Sell A Carton Deposit 


Fulsa Bottlers Praise Carton Deposit 


Bottle Deposit Considered 
South Carolina Meeting 
Discriminatory Attacks 
Co-Op Ads, Answering Anti-Beverage Attack 


Getting “Trial Run 


N.B.G. State Poll Shows 
Attacks Worry Trade ider 


Anti- Beverage 


New Tooth Decay Theory Cites “Ex 
New Weapons Readied Agatt 
Anti-Soft Drink Propagan 
Wake Up 7 Dental P | 
New York Conve » | 
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Beverage Tax Fight Is Everybody Ss Job! 


Beverage Taxes Hurt Plenty 


All W. Va. Lawmakers Get Plea 
For Drink Tax Repeal 
Beverage Tax Continues to Hurt 

West Virginia Sales 


Drink Tax Misrepresentation Hit By ABCB; 


Pa. Bottlers Still On Guard 


W. Va. Bottlers Hit Hard By Beverage Tax, 
Report Shows 
W. Va. Beve rage Levy Cut Sales 25% 


Tax Report Shows 
Canada Cuts Beverage Tax in Half 


1 Levy 


Reduce Carbonic Aci 
How a Special Tax Hurts Business 
West Virginia Bottlers Map Tax Repeal Driv 
Tax-Hit West Virginia Bottlers 

Getting Rough Treatment From State 


Bottlers In Two States Face Special Taxes 
Bottlers Blast Beverage Tax 
Soft Drink Tax Hurts Canada’s Volum 
Displays 
New Point-of-Sale Display 
A Store Within a Stor 
lips On Proper Beverage Display Offered 
By Frontier Mfg 
Mass Displays Boost Summer Sales 
Soft Drink Window Displays 
Dominate Food Stores, Survey Show 
Distribution 


Food & Liquor Store Rout 


Make All Your Routes Pay Off 
City Study Shows Beverage 
Distr n Spe In Grocery Stores 


Are “Small Order ( Money 


sting You 


In South Africa, Too 


Pennsylvania Bottlers Facing New Tax Proposal 


Discriminatory Taxation 
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Flavors 
Orange Beverages 


Dietetic Beverages Problems and Potentials 


Sugar Free Ginger Ale Bows in New York Market 


New Lemon, Orange Bases Developed 


New Coffee Drink Developed by Cott Beverages 


Foreign 

Charge British Theatres Kept Warm 
Force’ Drink Sales 
Philippine Soft Drink Sal 


Reached $31 Million in 1951 


Insurance 
Duo S y out Insur ince Cost Too Much 


Legislation 


Food Plant Inspection Rights Denied Food & Drug 


Administration 
Saccharin Legal in Soft Drink Base, 
Fault of Bottles 
Court Says “No 


s Injunction Against Chicago Beverag 


Court Rules 
Is Exploding Bottl 


Texas Supreme 


Bottlers Unaffected By 
Recent Court Decision 

8-1 Files Half-Million Damage Suit 

Mil-Kay Case Closed 

Dad's Gets Decision In Plagiarism Sutt 


Markets. Marketing 


More Families Buying Soft Drink 1952 Consu 


Cok [ | Pepsi Lead In | | | 
Ilinois Sut Show 
Teen Girl Big Factors In Sott Drink Buying 
Ther Sal Opportunit f s wal Bortl 
Si Preteren 


Materials Handling 
Fork- Truck Pallet System Cuts Loading Time 834‘ 
Advanced Handling Techniq 
Moving Materials At Low ( 
Low Cost Materials Handling 


Mec} iniz Material Hand ag’ at Mi 


Of Merchandising (Editorial ) 
Rigid Tests Prove’? Merchandising Aid 

Beverage Makers Tie-In With Political Activity 
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Build your future with the KIST FRANCHISE 


for details write 


CITRUS PRODUCTS CO., 11 E. Hubbard St., Chicago 11 
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Better Days Ahead If We Sell Harder 
Work Together And Price for Profit! 


Production 


Ethcaiency Starts With Cleanliness 
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Check Rising Costs! 

Southern City to Host Short Course On Production 
CO» 
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Arnthraft COOLERS 


. for efficient WET-or DRY operation 

5-Sided refrigeration. 

5-Year Warranty on compressor at no extra cost. 
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6-CASE BEV-COOLER 


Jmerica’s Largest Manufacturer of Private brand Kefrigerators 


"Trademark Reg. U.S. Pat. Off. 
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Bottlers should take every 
precaution to minimize the 
hidden deterrents to profitable 
operation. 


| is rife as to what the 
future holds for the businessman, now 
that the national elections are over. It 
is difficult to get perspective, to arrive 
at a definite conclusion, because there 
are so many variables on the economic 
landscape and opinions are so varied. 
But, one thing is apparent. Business- 
men are doing a lot of thinking along 
economic lines, more so than ever be- 
fore. They are not just going ahead 
complacently, satisfied with the fact 
that they are 
profits. 


making satisfactory 

During the past year we have sur- 
veyed the situation from all angles, 
discussed conditions with businessmen 
in all fields, reviewed their operating 
figures, analyzed the findings of ex- 
perts in various circles, from labor to 
government. Their views and experi- 
ences were so divergent that it is im- 
possible to offer counsel as to the de- 
sirable procedure in any given case, 
but certain fundamentals apply in all 
cases that underlie operations in this 
hectic period, and are seldom apparent 
to the bottler who keeps his attention 
focused on sales promotion, cost con- 
trol and office routine. We shall con- 
cern ourselves here with certain “in- 
visible losses’, which if ignored at a 
time like this, will play havoc with 
profits sooner or later. In other words, 
the bottler may think he is earning a 
profit on paper when the recordings 
Often 
the truth will out when business makes 


will be only mythical figures. 


a U-turn, not before. One should not 
overlook this possibility. Some au- 
thorities state that it will happen in 
1953 or 1954 and it pays to play safe. 
Here are the sources of “invisible 
losses’ common to an economic condi- 
tion such as we are experiencing now 
1 Working 


capital. For years, 
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money has been quite easy to get. In 
other words, it isn’t tight. As a result, 
the bottler hasn’t paid too much atten- 
tion to his working capital. From 
now on, he should watch it carefully. 
The difference between the current as- 
sets and the current debt or liabilities, 
is your working capital. If you main- 
tain a ratio of 3 to 1, $3,000 in current 
assets to $1,000-in current debt, you 
will keep down “invisible losses”, 
which result from scant working capi- 
tal causing losses ‘of discounts from 
suppliers, the inability to make good 
“buys” that materialize when busi- 
hess begins to slow up, the outlay of 
interest charged for funds borrowed 
because working capital is slim, the 
tendency to put prices unprofitably to 
get funds when the money doesn’t 
come in through sales. The bottler 
with insufficient working capital is 
easily drawn into price wars. 
2—Reserves. Our field studies dis- 
close that 


living on caviar when they should have 


some bottlers have been 


stuck to beef stew. If a recession 
comes to town, they may have to “eat 
crow”. Too few bottlers know that 
there is such a thing as a reserve. They 
live off their fat, like machinery de- 
preciation, never dreaming that they 
will have to replace this “fat”? some- 
day, and they make no provision to 
this end. 

Reserves are built up to cover cost 
of replacement equipment, the wear 
and tear on business property and roll- 
ing stock—all depreciable assets. The 
cost of construction and depreciable 
assets has gone up substantially dur- 
ing the past few years, and if the bot- 
tler hasn’t taken cognizance of this 
increase, he won’t have enough in his 
reserve account to buy replacements 
when he needs them—and the shortage 
will be an “invisible loss”. 

The bottler may have charged prof- 
its with enough to cover wear, tear 
and obsolescence at current prices, and 
therefore, he may assume that he is in 
the safety zone. This charge to profits 


and its offsetting credit to a reserve 


LOOK OUT FOR "HIDDEN LOSSES” 


for depreciation is only a book figure 
however, and this is where the bottler 
has been getting his caviar. Business 
has been good the past two years and 
so, he has been drawing heavily on the 
business for personal funds, or all the 
executives have been getting fat pay 
envelopes. Paradoxically, these with- 
drawals may have exceeded the net 


profits shown on the books. This is 
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because the management has’ been 
charging off depreciation every year, 
which eventually has increased the 
cash and they have dipped into this 
cash for personal expenses when they 
should have “frozen” it in a sinking 
fund to buy replacements for the de- 
preciated assets or business property. 

We suggest that the bottler check 
withdrawals and 


personal 


over his 
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do all these 


returns 
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those of other executives. He may 
have to economize here if he expects 
to keep working capital and replace- 
ment funds in good condition. The 
“invisible loss” here is the lack of 
funds to buy replacement equipment 
in order to keep abreast of competitors 
who are using the most modern units, 
the money having been put to personal 
use when it should have remained in 
the till. 

3—Higher operating costs and re- 
duced gross margins. These factors 


are operative in the department store 


field right now and eventually the 
trend may be felt in all fields; in fact, 
from what we have seen of bottlers’ 
books, they already know what it’s all 
about. Closer control of operating ex- 
penses is the solution. Most bottlers 
achieve only very loose control, even 
though they keep accurate books, be- 
cause they use year-to-year compari- 
sons aS a managerial guide to future 
operations. If sales increase the at- 
titude seems to be that expenses will 
take care of themselves. This is only 
partly true. The bottler should be in 





CONFI 


Patients have confidence in 
their doctors clients have 
confidence in their 
lawyers bottlers 
have confidence in 
us. We accept this 
responsibility gladly 
for we have con- 


fidence in ourselves 


ACCEPTANCE ¢ 


Public Acceptance . . . of 
()-So’s matchless flavors at low 


competitive prices. 


Public Acceptance . . . of 


One short, snappy, easily re- 
membered name ... “O-So 


Beverages ©-So Good.” 


Public Acceptance oop ce e 
O-So’s eye-catching bottles at 


the point of sale. 


0-So Grape 


COMPANY 


1015 S$. Washington St. PEORIA, ILL. 


BEVERAGES 





DENCE 


confidence in the knowledge 


that we have the skill, ex- 


perience and facili 
ties to meet every 
demand placed 
upon us by the 
bottlers who own 
the O-So Beverages 


Franchise. 








Li (3 
SREY looms 


yn Bes 


ase TELUS OS0 


BEVERAGES 
eat 





OF mame one 


rede: | NERAGES ve 





10 02. All Purpose 





82 


a position to effect cost control to a 
maximum degree, likewise employee 
activity or productivity, essentials to 
profitable management regardless of 
the trend of sales. Year-to-year com- 
parison of sales results or operating 
figures will not provide enough “know- 
how” to manage most profitably. The 
bottler must arrange to get his figures 
monthly and compare them on this 
basis. 

4—-Keep your eye on the current 
value of the dollar. At this writing, it 
is worth about 55 cents. In 1939, the 
dollar was worth 100.2 cents. Measure 
the size of your net profit by the cur- 
rent value of the dollar. We know many 
bottlers who think that they have im- 
proved their financial status and that 
they are tops in operating efficiency 
because their net worth is mathe- 
matically higher than it was when 
World War II began. One bottler told 
us that his net worth was $100,000 
in 1940, that in 1950 it had grown to 
$250,000. “In view of the higher taxes 
said he, “I think 
On the 


basis of a 55-cent dollar, his net worth 


I have been paying,” 
that this is a good showing.” 


in 1950 was only $137,500, an increase 
of $37,500 in 10 years. Mathematically, 
the differential due to inflation was 
$150,000; economically, $37,500; the 
$112,500 was an “invisible loss.” The 
bottler couldn’t see it. 

He depended solely upon his book 
recordings to judge the effectiveness 
of his managerial methods and _ his 
financial dealings, forgetting that dol- 
lars are not worth what they were 
some years ago, hence, he should use 
a more dependable yardstick, the cur- 
rent value of the dollar, to get the real 
lowdown. Many other bottlers are of 
like kind and it is a dangerous mental 
lapse because it tends to make them 
too complacent. They assume that they 
are doing a tiptop managerial job 
when they may be below par in op- 
erating efficiency. Had they viewed 
their current profits in the light of the 
current value of the dollar, they may 
have pushed for greater efficiency in 
sales control and cost control. 

5—-Inventories. Bottlers do not have 
to worry as much about their stocks 
on hand as department stores and 
other merchandisers, nevertheless the 
materials and supplies they carry will 
shrink in value in the event of a re- 





cession and this shrinkage is an “in- 
visible loss,” which can be minimized 
with adequate stock control because 
it will guide them in buying most 
prudently. Few bottlers use stock con- 
trol, a recording gadget they need to 


minimize inventory losses due to bad 
“buyology,” errors, damage, spoilage 
and theft. 

6—-Adequate accounting. Now is the 
time to appraise your recording prac- 
tices, overhaul your accounting ma- 
chinery, if necessary, and scrap the 
old system entirely for one that will 
function efficiently if it is too horse- 
and-buggy. Don’t forget production 
costing. The composite net profit on 
the books isn’t a precise enough fig- 
ure. You may have earned a net profit 
for the business as a whole, but many 
runs may have been processed at a 
loss. In some cases, an entire line may 
have lost money for an accounting 
period or it may never be a money- 
maker. If you cost your runs, you can 
minimize these “invisible” losses. You 
can’t process every run at a_ profit. 
Once in a while a leaking syrup line 
or some other defect will result in a 
loss on a run. But you can keep suct 
losses so negligible that they won't 
trouble vou financially. If a recession 
should come to market, wages and 
overhead will resist decrease for some 
time after prices begin to decline and 
you must keep your bookwork top- 
flight in order to keep out of the red. 

7—In our field work, we find that 
too many bottlers worry too much 
about factors external to their busi- 
ness and although a steel strike or an 
economic crisis in Europe may affect 
their business indirectly, they can d 
nothing about it. The best move is to 
keep your eyes glued to internal fac- 
tors that affect vour business directly, 
follow sound managerial practices, 
scuttle routines that have been found 
wanting. The chronic worrier experi- 
ences an “invisible loss” of energy that 
should be conserved for constructive 
sales effort and cost control 

8—Put yourself on the payroll. In 
these high-cost, high-tax days, profits 
will be cut thin enough without giving 
your services ‘‘for free’’ to customers. 
It is the mistaken idea of many bot- 
tlers that it difference 
whether they include their salary for 


makes no 
management in their costs or take it 
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Some bottlers have unprofitable routes... 
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and don't know it! That's generally 


because they do not maintain adequate, or any, distribution cost records. Only 
through such records is a bottler able to determine where and when certain 
stops should be eliminated, where and when routes require re-organization. 





out of the net profit. They overlook 
one important fact. If a bottler doesn’t 
include his salary under overhead ex- 
pense, his prices will be geared too low 
and he won’t earn an adequate net 
profit; the deficiency will be an “in- 
visible loss.””, His customers won’t pay 
a cent for his sweat and tears. If he 
includes compensation for his services 
in his overhead, his customers will pay 
for his managerial efforts and his 
profits will be higher, all things equal. 

To this writing, the resistance of 
consumers to extra high prices is 
mounting and the balance of forces 
is on the deflationary side. However, 
the tendency of consumers to spend 
more can change on short notice. Then 
we may enter a “boom-and-bust” cycle, 
and so, the bottler should guard 
against the “invisible losses” that 
such an economic disaster’ brings 
about. Our field studies show that 
many managements are already set- 
ting up long-range programs to put in- 
to effect when production goes into 
lower gear. The National Sales Execu- 
tives, an organization representing 
two million people in the sales field, 
is also heading a drive to set up inten- 
sified sales programs for future use. 

The bottler had better take similar 
action before it is too late, but plan- 
ning such sales promotional work is of 
limited use unless one takes steps t 
minimize the “invisible losses” as 


pointed out here. We know many bot- 


tlers who devote all their time and 


energy to sales promotion and make 


little attempt to see that they get the 
most profit on the most sales. Often 
the additional volume they get costs 
them more than it is worth. On the 
same basis as the diminishing law of 
returns in agriculture, the more they 
sell, the less they earn. In a “boom- 
and-bust” cycle, this hazard increases 
because of the “invisible losses” as 
discussed here. Hence, the bottler had 
better take steps to put the x-ray on 
them now. 
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DAZZLING DISPLAY... 


Visitors to Keller's Beverage Center, 
Milwaukee, one of the largest beverage 
sales outlets in the city, invariably 
“stop and look” at this unique Hires dis 
play that combines light. color and 
motion for top dramatic effectiveness. 
The large display, specially designed 
by the Hires Co., has a center core of 
revolving lights that sends a dazzling 
potpourri of color through the Hires 
bottles. 





Coca-Cola Buys Old 
Kankakee, Ill. Plant 


One of the oldest bottling estab- 
lishments in Illinois, Kankakee 
Bottling Works, founded in 1873, 
has been sold by Carleton C. Marth 


to the Coca-Cola Bottling Co. of 


Kankakee, it was announced re- 
cently. 

John B. Gunter, president of the 
purchasing company, said the oper- 
ations of both plants would be con- 
tinued with the Coca-Cola Bottling 






















Co. moving its entire operations to 
the newer building at 850 W. Sta- 
tion St. 

Personnel of both plants will be 
retained for the combined opera- 
tions, and Howard Williams, pres- 
ent manager at the Coca-Cola bot- 
tling plant, will take over as man- 
ager under the new combined set 
up. 

The company will continue to bot- 
tle a full line of general flavors and 
“Cheer Up”, for which it holds a 


franchise. 





TRACTS 


A full line plus special formulas 
for your every flavoring need. 















SERVING THE CARBONATED 
BEVERAGE INDUSTRY 


FOR OVER 










Write for this valuable 
free booklet crammed fuil of 


facts — formulas —tables and other helpful 
information plus a complete descriptive list 
and prices on Red Diamond flavors. 











Samples on request. 
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MODEL A-] 


MODEL A-2 


Makes friends 
for your brand! 


PAUL REVERE PALE 
7 Extra Ory GINGER ALE 


2 oz. toa gallon of syrup! 

















Step up quality reputation of 
your brand of beverages. 
Bottle this premium blended, 
mellow aged, sparkling, clear 
Ginger Ale. It gives crisp char- 
acter to mixed drinks at tav- 
ern or home. Prove it. Order 
a trial supply today. 


FLAVOREX@ 


MAKERS OF FINE FRUIT JUICE FLAVORS 


302 S$ CENTRAL AVE. BALTIMORE 2, AD. 
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To insure your delivery in “53” 


PLACE YOUR ORDER NOW! 


To be certain that you get all the Progress Portable Coolers 


you need in 1953 order now. Anticipate your own requirements and 


take delivery at once. April Ist dating is given on all shipments 


at this time. (Take coolers now and pay for them by April 10th, 


1953, at 2% cash discount. 


In 1952 we sold all the Progress Portable Coolers we could make. 
We could have sold thousands more but limited steel supplies 


prevented us from manufacturing enough coolers to meet demand. 


The “53” demand appears to be even greater than in 1952. Al- 


though we plan a greater production in 1953, unless we have 


anticipated requirements from you—it will be impossible to have 


all the coolers necessary to meet your demand. Order now! 


Progress Refrigerator Company .. . since 1906... Louisville 1, 


Kentucky. 





PORTABLE COOLERS 


There’s Profit in Progress 


LIFT 
For LIFE! 























Deposit Issue Stirs 
Missouri Convention 


State’s bottlers endorse deposit boost 
in open forum at annual convention. 


Wb ssovr BOTTLERS, meeting in annual convention 
November 30-December 2, in Joplin, Mo., attempted 
to convince one another that their present deposit 
(State average: 2c 


rates per case, 2c per bottle) 


are ridiculously low and require immediate up- 
grading. 

The exchange of advice to boost deposit levels 
occurred during a three hour round-the-table dis- 
cussion, and followed by just a few hours an address 
by N.B.G. Staff Editor, J. E. 


cevoted entirely to the same proposition: get de- 


Stevens, which was 
posits up to a “realistic” level where they more 
closely reflect current replacement costs, and there- 
by curtail, if not altogether eliminate, the “‘enor- 
mous” losses on unreturned containers. 

The deposit forum drew wide bottler participa- 
tion, and evoked these typical expressions: 
And 


So why shouldn't 


“People are making more money today. 
tuke-home business is increasing. 
we raise our deposits.”’—-G. A. Reynolds, Dr. Pepper 
Sottling Co., Springfield, Mo. 


“T think a uniform higher deposit 
adopted at once.”’—C. W. Owen, Coca-Cola Bottling 
Co., Poplar Bluff, Mo. 


“There is no logical 


should be 


reason to prevent us from 
raising our case deposits and establishing a carton 
deposit.”’--Lee Munger, Royal Crown Bottling Co., 


Jefferson City. 


“Do we have to become bankrupt before all of us 





INDUSTRY PROBLEMS were discussed by this trio of 
speakers at Mo. convention. Left to right: D. Mitchell 
Cox. Pepsi-Cola Co.; John B. Christman, ABCB board. 
and E. J. Forio, Coca-Cola Co. 
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understand that a higher deposit is necessary ?”— 
H. H. Peterson, Pepsi-Cola Bottling Co., Flat River, 
Mo. 

“The milk and bakery people seem to be able to 
raise their rates when it becomes necessary. What’s 
holding us back ?’’—Bill Bonner, Nehi Bottling Co., 
Kirksville, Mo. 

“You’ve got to go up or go out.’’-—Charles A. 
Hautz, St. Louis, secretary-treasurer of the asso- 



























ciation. 

John B. Christman, ABCB Board Member and 
official of the Kansas bottlers’ association, from 
Topeka, Kan., disclosed his own satisfactory experi- 
ence with a carton deposit. “We've had a 3c carton 
deposit for years—and nobody has ever kicked,” 
he commented. 

Mr. Christman, who also was a featured speaker 
at the two-day meeting, helped round out one of the 
finest programs arranged by a state association this 
vear. All speakers, with but one exception, were 
trade authorities who discussed trade problems. In 
iddition to Mr. Christman and N.B.G. Staff Editor 
Stevens, they included E. J. Forio, Vice-President 
of the Coca-Cola Co., Atlanta; D. Mitchell Cox, 
Vice-President, Pepsi-Cola Co., N. Y. C., and Mike 
Michael, Editor, Mid-Continent Bottler. 


Hits Anti-Beverage Attacks 


Mr. Forio, concentrating his remarks on the 
“defamation campaign” against soft drinks, declared 
that “it has not and cannot be proved that this 
industry's products are harmful to the teeth.” But, 
he warned, if propaganda is repeated often enough, 

becomes believable—truthful or not. “Therein 
lies the danger,” he said. 


The 200 delegates attending the meeting also 






viewed two interesting films—‘‘Sam Soda’s Dream” 






(courtesy of Owens-Illinois Glass Co.) and “Crown 






Manufacturing” (courtesy Crown Cork & Seal Co.). 








All officers of the association were re-elected. They 





(ar l at 


MORRIS PAPER MILLS + 135 South La Salle Street + Chicago 3, Illinois 


be E * , { ‘ J at +4 nara 
MISSOURI BOTTLERS RE-ELECTED their three top of- 
fi-ers. Left to right: President E. L. McCorkle. Marshall: 
Vice-President H. H. Peterson, Flat River, and Secre- 
tary-Treasurer Chas. A. Hautz, St. Louis. 
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Uniform Zuality 


Bottle Cleaner and 


Unit. 


Flavor... The MEYER DUMORE 
Syn-Cro-Mix Filling Unit automatically delivers to 
the MEYER DUMORE Filler syrup and water at 
a constant predetermined proportion or ratio of mix, 
determined by the formula regularly used in prepar- 
ing finished product — same Beaume — the end 
result of the Brix always the same. 


+ + «Separate water and syrup 

pump mounted on a bed plate — separate water and 
syrup meters — connected to a differential valve — 
controls the flow-rate at a constant predetermined 
proportion of mix. 


ready for filling on the MEYER DUMORE Filler 
into clean, sparkling bottles delivered by the MEYER 


DUMORE Bottle Cleaner. 


Write for 
descriptive bulletin 


Queen City Bottling Co. of Plain- 
field, N. J. uses a MEYER DUMORE 
160 B.P.M. 
MEYER DUMORE Syn-Cro-Mix Filling 


PN9BF 


MEYER 
DUMORE 


Counter pressure filler built 
for carbonated beverage 
industry. Crowner integral 
part of filler connected in 
one simple drive, timing of 
filling ond crowner is the 
same. 


MEYER DUMORE 
Syncrometer 
Automatically delivers syr- 
up ond water ot a con- 
stant pre-determined pro- 
portion of mix, regardless 
of starting ond stopping 
under carb 
Meters extremely accurate, 
positive in operation. 





In the process of deaera- 


tion the filtered water is | 


drawn into decerator tank 
where it is exposed in o 
tremendous surface to the 


vacuum. Pumped te the | 


syncrometer to cooler-car- 


bonator. Water level con- | 


stant in Deoerster, float 
controlled. 


y lath a 










FILLING SYSTEM 


























GEO. J. MEYER MANUFACTURING CO. 


CUDAHY, WISCONSIN, U.S.A. 





are: E. L. McCorkle, President, Marshall; H. H. 
Peterson, Vice-President, Flat River; and Chas. A 
Hautz, Secretary-Treasurer, St. Louis. 


The Executive Board consists of C. W. Owen, 
Poplar Bluff; Harry S. Miller, Springfield; Lee 
Munger, Jefferson City; P. F. Whitcraft, St. Louis: 
Leo Rubenstein, Kansas City; G. A. Reynolds, 
Springfield; H. W. Smith, Columbia; E. M. Neville, 
Kansas City; J. Harold Johnson, Memphis; Paul 
Van Pool, Joplin; L. F. Oberbeck, St. Louis, and 
Paul McGinnis, Kansas City. 


A.B.C.B. Calls For Better 
Sugar Allocations 

Testifying at hearings called by the Secretary ot 
determination of the 


Wilbur H. 
Glenn, representing the national association, charac- 


Agriculture regarding the 


nation’s sugar requirements for 1953, 


terized the Department’s restriction of the sugar 
supply as Government operation of an “oligopoly.” 
This he explained, has been accomplished by admin- 
istrative action under the Sugar Act, because the 
restrictions have imposed controls upon the amount 
and price of sugar which have been for the benefit 
and at the expense of 


of the few—sugar producers 


the multitude of consumers and users. 


Mr. Glenn pointed out that the permitted supply 
for 1952 has been kept at a point about 300,000 tons 
less than that quantity which the Secretary of Agri- 
culture found would be necessary to meet the actual! 
needs of consumers and users. In addition to its 
effect on higher sugar cost to consumers, he stated 
that current reports of the Department of Agri- 
culture show that stocks of sugar now in the hands 
of processors and distributors in the United States, 
are now about 150,000 tons less than at this time 
last year, and are 400,000 tons less than average 
stocks carried on at the same time during the vears 
1935-1940. 

This restriction on sugar supply, the witness 
stated, is imposed despite the availability of ample 
supplies of sugar in offshore areas producing more 
than 50¢7 of the sugar used by American consumers, 
and shows that higher sugar cost for the purpose 
of increasing sugar production is not necessary. 

The soft drink industry, Mr. Glenn stated, joined 
with other industries using sugar in their recom- 
mendation that the 1953 supply to be permitted 
under the Sugar Act, be not less than 8,500,000 tons 
to avoid the same condition of potential shortage 
which has existed during the current year. Even 
that quantity, he pointed out, will provide but 
minimum amount for restoring depleted stocks i: 


refining and distributive channels. 
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Limex Names Smoke Ballew 


The Limex Corporation, Indianapolis, Ind., has 
appointed Smoke Ballew & Associates, Inc., Dallas, 
Texas, as representatives for the Limex System. 
Useful in the removal of lime scale and rust, Limex 
is employed by bottlers in every state in the union, 
and in Mexico and South America. 


Dyer Sugar Associates Formed 

Dyer Sugar Associates, 120 Wall Street, New 
York 5, New York, has announced that henceforth 
they will carry on certain of the business activities 
of Dyer Sugar Corporation, which is being dissolved 
after 21 years of operation. Partners in Dyer Sugar 
Associates are: Clinton Schmieg, general managing 
partner; Yvonne L. Dyer, and Deborah S. Dyer, 
special limited partners. 

Dyer Sugar Associates will be, as Dyer Sugar 
Corporation was, affiliated with B. W. Dyer & Com- 
pany, Sugar economists and brokers. 


Catalog On Steel Tubes 


A new catalog on steel tubes and welding fittings 
has been prepared by the Globe Steel Tubes Com- 
pany, Milwaukee 46, Wisc. Copies are available on 
request. 





POLAK & SCHWARZ IN NEW PLANT 





Polak & Schwarz, Inc. now have completed removal of 
their main manufacturing facilities in this country 
to Teterboro, New Jersey. The new plant affords P&S 
much larger quarters, as well as faster shipping ser- 
vice. The old factory site in Guttenberg, N. J., will 
be kept as a supplementary plant and warehouse. 





CASE MAKER INCREASES FACILITIES 
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Installation of the latest type beverage case manu- 
facturing equipment was recently accomplished at the 
Woodstock Manufacturing Co., Charleston, S. C., mak- 
ing it one of the most up-to-date case-making plants 
in the country. The plant itself is relatively new, hav- 
ing been rebuilt in 1950. Chief officers of the 53-year- 
old concern are: J. B. Mahoney, President; Leon R. 
Culler, Vice President and General Manager; T. J. 
Thorne, Vice President and Production Manager; 
Anne O. Thorne. Secretary, and George P. Thorne, 
Treasurer. 
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How recent developments in cleaning and allied procedures 
can assist industry in combating rising operating costs was 
discussed at three technical-sales conferences held by Oak- 
ite field service representatives in Hollywood, St. Louis and 





NEW SANITATION PROCEDURES DISCUSSED AT OAKITE CONFERENCE 





New York City (shown above) during November and early 
December. Featured at these meetings were reports from 
Oakite research chemists, service engineers and techni- 
cians. 





Hyster Opens New York Office 

The Hyster Company, materials handling equip- 
ment Portland, 
opened a sales and service office at 10-10 Bridge 
Plaza South, Long Island City 1, N. Y. Don Shaffer 
will be manager of the New York headquarters; 


manufacturers of Oregon, has 


Allen Talcott, service manager, and Ken Mattfeld, 
office manager. 


START BOTTLING 


popular sure profit, “7e 
year ‘round beverage 


KAYO...the leader '~ 
in Chocolate Drinks for 
over 25 years 


CHOCOLATE PRODUCTS CO. 


415 WEST SCOTT STREET, CHICAGO 10, ILLINOIS 


Dr. Pepper Names Public Relations 
Counsel 


Appointment of Harshe-Rotman, Inc., to conduct 
a national public relations program for the Dr. 
Pepper Company, Dallas, was announced last month 
by Morris B. Rotman, president of the Chicago 
public relations firm. Harshe-Rotman also has of- 
fices in New York City and Rochester, N. Y. 









WRITE, WIRE 
OR PHONE 
TODAY! 


DAD'S 
ROOT BEER CO. 


2800 W. Talman Ave 
Chicago 18, Ill 

















PLANTS: LONG ISLAND CITY — LOUISVILLE, KY. 
WEST COAST: 


RIALTO BLDG., SAN FRANCISCO, CALIF. 






for ALL 
CARBONATED BEVERAGES 








H. R. LAIST COMPANY 





A 


MAXIMUM COLORING STRENGTH 
GUARANTEED UNIFORMITY 
EASY TO MIX 








BPS 
is 
@ 


D. D. WILLIAMSON & CO., Inc. 


5.39 FORTY-SIXTH AVENUE LONG ISLAND CITY 1. N Y 
1901 PAYNE STREET, LOUISVILLE, KY 








CROWNS 


As You Need Them! 
When You Need Them! 










PENN 


has been servicing the industry 
with Precision-made, brightly 
lithographed CROWNS for 


more than 20 years 


Need delivery in a hurry? Need special 
decorations? — Stock designs? — Just call. 
We also manufacture metal SCREW CAPS 


from 18mm up to 89mm. 








Penn Cork & Closures, Ine. 
Evergreen 9-4416. 7, 6 and 9 


1155 Manhattan Ave., Brooklyn, N.Y. 











Build your future with the KIST FRANCHISE 
for details write 


CITRUS PRODUCTS CO., 11 E. Hubbard St., Chicago 11 














LemonLime 
Soda 


BOOST YOUR PROFITS 
WITH THIS YEAR ROUND SELLER 


B-1 Beverage Company 
2301 Hampton Ave., St. Louis, Mo. 
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Liquid Carbonic Relocates 


Compressed Gas Division 

W. A. Brown, Jr., President and General Man- 
ayer of The Liquid Carbonic Corporation, has an- 
nounced that the Sales and Engineering offices of 
the Compressed Gas Division of the company have 
moved from their New York offices to the general 
offices at Chicago. This move was made to better 
co-ordinate and centralize the sales and operating 
efforts of the Compressed Gas Division by integra- 
tion with the yeneral offices of the company. 

Those affected by this move were B. W. Gould- 
ing, Vice President and Sales Manager of the Gas 
Division; C. E. Wolfe, Jr., W. Bigelow, Jr., R. N. 
Sose and F. C. Seefeldt. 

The distribution department, headed by Lee W. 
Kinney, J. L. Morgan and F. E. Rollent, has also 
been transferred to the home office in Chicago. 


Link-Belt Opens 17th Plant 


Manufacture of custom-designed conveying and 
processing machinery has been put on a straight- 
line production basis in the new 300,000-sq. ft. plant 
of the Link-Belt Company in Colmar, Pennsylvania, 
25 miles north of Philadelphia. The Colmar plant is 
Link-Belt Company’s 17th. 

fobert C. 
which has its main offices in Chicago. 


Palm, Fechteler Offers 
1953 De-Calendars 


Palm, Fechteler & Co., well known decal designers 
and manufacturers, are once’ again making their 


Secherer is president of the Company, 


annual offer of functional decal calendars for appli- 
cation to office desks and equipment. The ‘‘de- 
calendar” is a practical double purpose decal, 12” 
in length, combining a 1953 calendar with linear and 
pica rulers. It may be applied quickly and easily 
to desk tops, walls, or other convenient locations. 
Requests should be addressed to the company at 220 


West 42nd Street, New York 36, N. Y. 


Folder Describes Handling Units 

A new all-products folder is now available from 
Lewis-Shepard, manufacturers of the Master Line 
of Industrial Trucks. Incorporating the many new 
Spacemaster models, this two-color circular includes 
descriptions and photographs of various electric 
fork trucks, stackers, skid platforms and storage 
racks; and hydraulic and mechanical trucks. Basic 
models of several floor trucks are also described. 

A copy may be obtained by writing directly to 


Lewis-Shepard, Dept. R-1, Watertown, Mass. 
Baker-Raulang Company 
Adds Distributorship 

Industry Services, Inc., 332 South Diamond 


Street, New Orleans, Louisiana, has been appointed 
distributor for Baker Industrial Trucks in the Delta 
States area, according to a recent announcement 
by G. B. Davis, vice president of the Baker-Rau- 
lang Company. Polk Hebert is owner of Industry 
Services, which will represent Baker in Louisiana 
and Southern Mississippi. 


Tell the Public the 


TRUTH ABOUT 
TRUCK TAXES! ~~ 






ord ¢ 


“ 





THIS TRUCK CARRIES A 


TAX LOAD 


$2,568 


WE PAVE our way! 






Powerful, Eye- 
Arresting Truck 
Decal Sign! 










Yellow and Black 
Actual Size 12" x 16" 


Here is Meyercord’s contribution to a much needed wide- 
scale coordinated industry effort to answer WITH FACTS the 
tremendous press, magazine, radio and television campaign 
directed against the nation’s truckers. This colorful Decal 
Truck Sign, displayed prominently on the rear of each truck 
you operate, tells everyone on the road exact!y what the truck 
contributes in taxes and license fees. Individual numerals provide 
the correct tax figure for each truck. This new durable, easily 
applied Meyercord copyrighted decal sign will become stand- 
ard on many thousands of trucks. Write for full information, 
low prices and suggestions for computing your truck tax load. 
Tax numerals can be changed yearly. Get the facts today. 


For this—and all decal truck sign needs... pictorials, trade- 


marks, lettering—write for prices and full information today. 


MEYERCORD —FIRST 
ON THE TRUCKS 
FIRST FOR THE 


LiL MEYERCORD of B 














TRUCKERS 

Dept. A-501, 5323 W. Lake St., Chicago 44, Illinois 
Through extensive research and 
experimentation, DOMINION now 


offers a greatly improved— 


BROMINATED VEGETABLE OIL 


which is very light in color, with 
accompanying high standards of 
taste and uniformity. 





Your inquiry is invited. 
Samples upon request. 


<6) DOMINION PRODUCTS Inc. 


Manufacturing Chemists’ 
10-40 44th DRIVE LONG ISLAND CITY 1, N. Y. 





Rings in 
New Year Right 
With These Brisk Flavors 
dian Style, 2 oz. P.D Singer N 203..$9.60 per aa 
“4 Crear Soda z $6.75 per aa 
Slow Oranae | z. with r $7.25 per 14 


We also feature the complete Conron line. 
Full line of Soda Water Fiavors. Write for Samples & Prices. 


ON 87 Coens Or Cem ets tee 


v4 Weaet ot. New ¥ 
THE GINGER HOUSE” — 
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NAMES IN THE NEWS 


_A'D 


JOINS NESBITT’S 


John T. Hunsaker, Nes- 
bitt’s Vice President. has 
announced the appoint- 
ment of James Hinnant 
as district supervisor in 
North and South Caro- 
lina, Virginia, West 
Virginia, Maryland, and 
Delaware. Mr. Hinnant 
was formerly sales man- 
ager for a Nesbitt's 
plant in the South. 


PX WW oo WA’}N QQ 8,FFQhllwa a QA_aA™nuuwIY» 








Glenshaw Glass Co. 


Barney Kirschstein, Glenshaw Glass Co. repre 


sentative in Metropolitan New York and the entire 


state of New 
ment of his personal office at 3857 Kings Highway, 
Brooklyn 34, N. Y. 
still remains the same, 
lyn 25, New York. 


Jersey, has announced the establish 


Glenshaw’s New 
Brook 


at 172 Sullivan Place, 


Pepsi-Cola Company 


Election of Stephen J. Gullo, Donald M. Kendall 
and Henry McGovern as vice presidents of the Pepsi- 
Cola Company was announced last month by Herbert 
lL. Barnet, vice president in charge of domestic op- 
erations 

Mr. Kendall, in charge of national accounts and 
fountain sales, 
ment in 1947. Mr. ¢ 
since 1947 and is in charge of the 


joined the company’s sales depart 
rullo has been with Pepsi-Cola 
product and qual 
ity control department. Mr. McGovern, in charge ot 
the equipment department, recently formed by con 
bottle 


equipment departments, joined the company in 1940 


solidating the engineering, fountain and 


Thatcher Glass Mfg. Co., Inc. 


The Board of Directors of Thatcher Glass Manu 


facturing Company, Inc., Elmira, N. Y., has elected 
Philip W. Hatch a vice-president of the corporation 
Mr. Hatch has been placed in Charge of Sales 
the McKee Glass Division and will report direct 

to David R. Parfitt, Vice-President and General 


Manager 





ARMSTRONG NAMES 


P. S. Holmquest, right 
has been named Acting 
Manager of the Glass 
Container Department 
of the Glass and Clos- 
ure Division of the Arm- 
strong Cork Co. Mr. 
Holmquest has assumed 
full responsibility of the 
Department during the 
leave of absence (be- 
cause of illness) of H. 
C. Seaman, Manager of 
the Department. 
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York Office 





COPELAND 


YW 


CO 


THE 


MODEL E-33C 
ILLUSTRATED 


one of our most 
dependable employees 


On the job 24 hours a day operating 


quietly keeping beverages properly 
cooled that's any beverage cooler 
with a dependable Copelametic refrigera 


tion unit at its heart 


Copelametic ... the ACCESSIBLE hermett 

. has neither belts nor seals, requires no 
manual oiling. Those features alone cut 
service needs 9007. Add to that the prac 


tical feature of ‘accessibility,’ and you have the 


soundly engineered refrigeration unit money can buy 


Select your beverage coolers from the many that are 


frigerated with Copelametic units, Economical cooling will 


be assured. Servicing will be at a minimum 


_ 
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DEPENDABLE $2”REFRIGERATION ; 





REFRIGERATION 

















REFRIGERATION UNITS 


CORPORATION 





OPEN 
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TYPE AND COPELAMETIC) WATER COOLERS 





OHIO 


89 


SIDNEY, 


















CORRECTLY 





CARTONED. A 





10 oz. 


Carton 





To stand out 
+ . 

midst mass 
displays and 
catch the 
consumer’s 


eye, 





7 oz. Carton 


FLEXIBLY CARTONED 


In 10 oz. and 7 oz. sizes to meet today’s 
market. . . and win, and hold, and 
build the biggest share of “THE HOME 
TRADE” ... for YOU. 





For details regarding Franchise, write to 


SUN SPOT COMPANY OF AMERICA 


1520 RIDGELY STREET, BALTIMORE 30, MD. 
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NAMES IN THE NEWS 


Bottlers Appliances, Inc. 


Bryce P. Beard, well- 
known supplyman in the 
South, shortly will com- 
plete his 40th consecutive 
year (outside of World 
War I military service) 
in the beverage supply 
business. 

Mr. Beard, President 
of Bottlers Appliances, 
Inc., Salisbury, N. C., 
distributors of washer 

BRYCE P. BEARD loading and supplemen- 
tary equipment produced 
by Taylor Mfg. Co., also of Salisbury, has had a 





varied and interesting career. He started in the 
supply business as a salesman for Crown Cork & 
Seal Co., and in later years represented such prom- 
inent firms as Bastian-Blessing Co., Alsop Engineer- 
ing Co., Cream City Boiler Co., and Michael Yundt 
Co., among others. 


Mr. Beard’s sons also are active in the supply 
picture. Bryce P. Beard, Jr. represents Crown Cork 
& Seal Co. (the third generation of Beards affiliated 
with this firm), and John H. Beard is secretary of 
Bottlers Appliances. 


Owens-Illinois Glass Co. 

Owens-Illinois Glass Co., Toledo, O., has an- 
nounced six major changes among its top execu- 
tives, five of them associated with the Glass Con- 
tainer Division. 

Smith L. Rairdon, vice-president and division 
general sales manager, has been named vice-presi- 
dent and director of marketing, a newly-created 
position in which he will coordinate all of the 
company’s marketing activities. 


He will be succeeded as division general sales 
manager by Sidney F’. Davis, manager of food in- 
dustries sales since 1947. 


C. G. Bensinger, vice-president and general man- 
ager of the Pacific Coast Division, San Francisco, 
will be transferred to the general offices, Toledo, 
as general manager of the Glass Container Division. 
He will succeed Henry S. Wade, who has been ap- 
pointed vice-president and general manager of the 
Pacific Coast Division, in charge of all of the com 
pany’s West Coast operations. 

In a separate action taken by the board of direc- 
tors, George S. Babcock, manager of the Closure 
and Plastics Division, was elected a vice-president 
of the company and Hugh C. Laughlin, vice-presi- 
dent and general manager of the Administrative 
Division, was elected executive vice-president and 
member of the board. 


~/STAR PERFORMANCE 5.< 


* KOL-FLO "LITTLE GIANT" SYRUP COOLER 
. Built in 8 models from 20 gals. p.h. to 300 gals p.h. 


* KOL-FLO WATER COOLERS 


. Available in capacities from 90 gals. p.h. to 
1000 gals. p.h. 


* KOL-FLO "LITTLE GIANT" CO. FILTERS 


. Inexpensive protection from CO. contamination. 
Available in following models:— 


Price F. O. B. 
Model Capacity Size Bayonne, N. J. 
C.O.P. 1000 - 28 spout 16Y2"* x 3%"' 97.50 
C.O.P. 1500 - 32 to 40 sp. 22'/2"' x 3e"' 129.50 
C.O.P. 1800 - 50 sport 26"' x 4%4"" 159.50 
C.O.P. 2000 - 60 spout aa" x 2°" 197.50 


* KOL-FLO CARBONATORS 
. From 300 gals. p.h. to 2000 gals. p.h. 


For Complete Details Write 


KOL-FLO KOOLER CO. 


A 
Sv 445 AVENUE "C", BAYONNE, N. J. \ 


The World’s 
STAR Best 
TRADE MARK REG. Opener 
STATIONARY 
BOTTLE 


OPENERS 


Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Inc. 





HOW IT WORKS NEWPORT NEWS, VA. 
[x Al Save YOUR CASES 

(N ~ wire 

\ ZF) , tad 





il a Metal Partition 
CASE REPAIR 





LOS) and Quick Jo Install 
Lconomical.... 


METAL PRODUCTS CO. 


PO.BOX 131 MITCHELL: SO. DAKOTA 


Sam ples MAILED TO YOU 


YPON REQUEST 
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“See Buckner for the best buy!” 
NEW BUCKNER 1. Largest stock of reconditioned 





EQUIPMENT 
Syrup filters, water 


equipment in America. 
2. We help you to dispose of your old 
equipment. 
You save up to 50°% when you buy 
at BUCKNERS. 
Whether it's a single item or a complete 
bottling plant you'll do best at Buckner's. 
Best! . . . because you can suit your exact 
needs . . . Bestl—because all equipment is 
fully guaranteed .. . Best! because you save 
up to 50%. Check with Buckner just before 
you buy. Prompt delivery! 


polishers, stainless 3. 
steel storage and 
mixing tanks, sani- 
tary transfer pumps 
etc. are available 
at a real savings to 
you. Write for 


details. 


“Buy with confidence at Buckner's!" 


BUCKNER EQUIPMENT CO. 


Liquid Handling Materials and Equipment 
Dept.NB 2524S. Wabash Ave: Chicago 16, Ill. 
Phone DAnube 6-1344 














Build your future with the KIST FRANCHISE 
for details write 


CITRUS PRODUCTS CO., 11 E. Hubbard St., Chicago 11 
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JUMBO REGULATOR 


New ‘rugged heart’ diaphragm 
assures you of uninterrupted 
production. . . Maintains con- 
stant accurately regulated gas 
pressures. . . Can be serviced 
easily by in-plant mechanics. 


PRICE... $40. 


TERRISS | 


| 22-24 WOOSTER STREET, NEW YORK 13 


Ca a ce ce ee ae ee a eo ee eal 



















January, 1953 


NAMES IN THE NEWS 


Dad's Root Beer Co. 


Dad’s Root Beer Company, Chicago, has an- 
nounced two important appointments—-Walter Sala 
as national advertising manager, and Horst W. 


Roder as assistant sales manager. 

Prior to joining Dad’s, Sala was a partner in 
Consumer Contact Service, a 
research firm. 


merchandising and 
In earlier stages of his career, he 





WALTER SALA H. W. RODER 


held advertising positions with Chocolate Products 
A & P in Chicago, and Carson Pirie Scott & 
With Dad’s, he 
coordinate advertising, merchandising and promo- 


Corp., 
Co., Chicago department store will 
tional activities between the parent company and 
the bottlers, and organize a more effective coopera 
tive advertising Campaign. 

Roder had been associated with Canada Dry for 
the past 16 years, starting as a specialty salesman 
and rising to the position of Division Manager of 
the Maywood Division. His previous experience in 
training sales organizations and developing markets 
will be put at the disposal of Dad’s bottlers through 
out the country. 


Hedeman Products, Inc. 
Rickles 
ager of Hedeman Products, 
Neck, N. Y., Robert M. Hedeman, 


tickles will direct Hedeman’s accelerated 


Man- 
Great 


Ray has been named Advertising 
Incorporated, 
President, has 
announced. 
1953 advertising campaign on dispensing equipment 


for the beverage industry. 


Ball Brothers Co. ,Inc. 


Ball Brothers Company, Inc., Muncie, Ind., an 
nounced the appointment of John W. Fisher as Di 
rector of Sales for the company’s Commercial Glass 
Mr. 
president and member of the board of directors 


Container Division. Fisher also is a Ball vice 


The appointment was effective immediately, accord 


ing to Edumund F. Ball, president 


In his new capacities, Mr. Fisher will report to 


the company’s chief operating officer, Duncan C 


Menzies, executive vice president and = general 


manayer. 








™°E BERGHAUSEN CHEMICAL «.. 


Use Berghausen’s 


CARAMEL COLORING 
It’s Safe 


CARAMELS FOR ALL PURPOSES 


Colas Root Beer+ Other Beverages 
e 


4538 W. MITCHELL AVE. 
CINCINNATI 32 ¢ OHIO 

















CREAM SODA 
oz.) 


This 
concentrate (3 
with color, has been hailed 







by bottlers as a "sure-fire 
Try a liberal sample 
in your market—see the difference! 


GENERAL FLAVORING EXTRACT CO. 


104 W. Pearl St., Cincinnati 2, Ohio 


seller. 


-—o— ame as Send for Samples, Today a o oe a 





t 7 
O. K., send me a liberal sample of CREAM SODA, 3 or. 
1 NAME l 
I I 
J ADpRESS I 
I i 
| CITY STATE i 
ho on Ge can onl —se— ee ee ee eon cen is Gs ee es es 


wo 
—_ 











FOR SALE 


CLASSIFIED. Bottling Establishments 


Business Opportunities, 


ADVERTISING 





FOR SALE. Well tal | ttlir lant 
nt obacce t ! 1 Car na 

lete Z4-espout low-pre ure equipment, excel 

lent condition S pood delivery truck adequate 

uppl ol bottle ind case price $65,004) $15,000 
lance tern a a BOX 7M 1.-1 





RATES AND GENERAL 
INFORMATION af Cee Gnies chan ee, ee 


" " with wide expansion potentialitie good prices pre 
@ For _sale, Exchange and Wanted vail in area; owner for the past 2O years, wishe 
Advertisements are available at the to retire and offers excellent proposition ; will ac 
following rates: 25 words, $1.50 each eaechnaee te i Bocce Magy tg WP nog: Biniees ys 
: 4 = t ler uigel or! 1 te yecome tamiliat 
insertion; 6c for each additional word. with the busine Q. B., Box 748.—1.-1. 
Address or box number is not included . WAN TED TO BUY.” Cem 12 head Mill 
° x vendall muixe tute ape ernial number, price and 
in word count. A number, or group of Pipes ey eet COTT BOTT. CO egg he geet 
numbers is considered as one word. 
e Orders for classified advertising POR BALR. — Small Coca-Cola plant located 
must be accompanied by payment. Caribbean area, | s OSSESSIO omplete 

f ; equipped inal erating \ a profit reasor 

@ Those advertisements which do not elling, other interests; for further details write 


CANADA DRY BOTT. CO., 420 Fairfield A 
Stamfor 


| Conn 


comply with the established headings, 
or which advertise new products or 
services are not acceptable. The Edi- 


tors reserve the right to change or FOR SALE. The Oakland City Bottling Plant 


reject any advertisement submitted nh gaat Pt yh er tea tical lat ag 
for these columns. iiaild aviaiic wales Giles devlees. Snake. 
A bottle ete tlho have a IM47 International KO 
e In answering advertisements, please true with deck body; will sell in package or part 
take notice that letters must be sent eparatel interested, offer is invited; contact 
to the box number, initials, name or aR ttn AMI ak WOT Temple Court Bi 





address given by advertisers. 





FOR SALE Complete bottling plant; one 


@ Please Note!—The N. B. G. assumes the oldest and largest plants in Md.; 10-spout I 
no responsibility for condition or de- uid filler Mewide Liq ker handling full qt 
scription of items listed in this section. ae ann See. Saree ee ner ee 
All information is furnished by the are A ong Ps iar tacos 4 — BO. 
advertisers. 720.—32 <1 











FOR SALE 


Machinery, Apparatus, Materials, Bottles, Boxes 





FOR SALE.—Several hundred gross 1 
beverage bottles PEPSI-C OL ‘A 


ar lass 
BOT! CO., 526 Keowee St., Dayton, Ohio 


FOR SALE.—16 head Kendall bottle tumbler 
for splits, pints, and quarts; variable speed drive; 
very reasonable.—NEHI BOTTLING Co., 1002 
N. Washington Ave., Scranton, Penna.—4.-TF. 


FOR SALE.—2252 cases of new Lemonette 
bottles, packed 30 bottles to the case in Grapette 
wooden cases; 200 gr. new Lemonette bottles in 
original containers; 2400 cases of new Orangette 
bottles, packed 30 bottles to the case in Grapette 
wooden cases; make offer.—MR DAREL E 
SIMON, 104 mi ain St., First National Bank Bldg., 
Oshkosh, Wi 7.TF 


FOR SALE.—Complete line of replacement 
parts for Shields filling machines; also rebuilt one 
and two head hand feed machines and one head 
automatics. — M. E. WATKINS, 1210 Prospect 
Street, Castle Shannon, Pittsburgh 34, Pa.—.-6. 


FOR SALE.—Star Liquid deluxe carbonator, 
2500-gal. per hr.; World economic labeler, hand 
feed; Potter & R: er bottle inspectors; all in 
good condition OB ADAMO, INC., 81 
Prospect St., oe Ss. L, N. Y.—10.-2 


FOR SALE.—Model C Dixie semi-automatic, 
adjustable dial, Reeves drive; machine has been 
used very little; good as new.—NEW ROCHELLE 
BEVERAGE Cc = pai 22-24 Lafayette Avenue, 
New Rochelle, N. ie RE Fe 





FOR SALE Cem WO siruper-filler-crowner 


plits to «qt excellent condition; immediate de 
livery.—P. N.. BOX 734.—12.-ti 








e. 
WE 
Ser 


“Filpace™ 


PRODUCTS 


For Your Syrup Room 


—~7 





For over 30 years...FAMOUS FOR 


GINGER ALE 


MONTE CRISTO - -- - THESCO 


—two favorites with bottlers who want the best! 
A Full Line OF Distinctive Quality Flavors 


THEALL & PILE, INC. 


297 Pearl Street 
New York City 38,N.Y. 











| 
2 ~ rat 
{ il 
hit 
' be Lik 


Sanitary Stainless Steel Polish your water Stainiess Steel Stor- 


Smallware and syrup with a ommon age and Mixing , 
room glassware Sense Disc Filter av- Tanks. Many styles 
erage 300 GPH. and sizes in stock. 


Other Filpaco Products for the beverage plant: 
Filter Presses, Transfer Pumps, Conveyors, Portable 
Agitators, Filter Paper, Filter Cloth. 


1. Dissolving Action 


Write today for further information. 


We will be pleased to discuss your Filtration Supply and 
Equipment Problems, without obligation. 











2. Water Softening Action 
wnt Atay, 


FILPACO INDUSTRIES enti 
The FILTER PAPER CO. f apt wRIte 
Chicago 16, Ill. Yau fs TODAY 


a* 
Sree 


2414 S$. Michigan Ave. 








92 





4-WAY TEST Only DIVERSOL 

Gives So Much PROTECTION 

against FOOD-SPOILING 
~ BACTERIA! 





3. Penetrating Action 


THE DIVERSEY CORPORATION 
1820 Rescoe Street, Chicago 13, HMlinois 
in Canada The Diversey Corporation (Canada) Ltd, 





Standard 
replacement parts. 


oot 


exes JGIDEON - ANDERSON 





4. Rinsing Action 


Lakeshore Road, Port Credit, Ontario 





FOR SALE.—Several hundred gross 10-0z 
cap. tlint glass beverage bottles.—PEPSI-COLA 
BOTT. CO., 526 Keowee St., Dayton, Ohio. 
—10.-tf, 


FOR SALE. 32-spout Liquid siruper, filler 
crowner (@ $2,500; &-wide ot Pesce washer 
rG oz ottles @ $1,000: 500O-gal. Liquid Car 
a $500.—ASHLAND COCA-COLA BOT- 


TLING CO. Ashland, Ky 11-3 

FOR SALE. 12-spout Liquid fille serial 
No. 2380; in operation Se central Iilinois " plant; 
$650 f.o.b. plant P. F.. BOX FZ 11.-tf 


FOR SALE.—Model B Dixie, serial No. 361; 
priced low tor immediate sale; storage space 


needed P. G., BOX T25 11.-tf 


FOR SALE. — 6 oz he autifully decorate 1 color 
pplied emerald green bottle I ally good for 
vinger ale or club GOLDEN AGE BEY 
Co) INC., 600) E Exchange St Nkror Oh 
] ; 


vor SALE. 2 Dodge ‘A7 trucks with 186 ca 
oie good condition ilso 4) IS6-case 

I pri reasonable PEPSI-COLA 
BO r CQO... 1030 FE. New Yor St., Indianapolis 
Ind 1.1 

FOR SALE W447 DAT ouker, 6-wide, 
] DOD pal tainle steel tank, side agitator 
hh ccumulating table, worm drive; Burns fillet 
SAM Case ti-oz. bottle ” lightning agitator 
SM) opt Liquid carbonat FREEMAN'S 
BEVGS IN¢ 610-620 Oriskany St We 
Utica, N. } 1.-1 


FOR SALE f-wide DAL, epl washer ex 


cellent conditi o6-in. accumulating table; 6 
wide Err uid lal ales for splits, pints and qts.; 2 
Lightning mixers Surns filler; model D> jumbo 


crowner FREEMAN’S' BEVGS. IN¢ G1 
620 Oriskany St. West, Utica, N y 1.1 


Our Experience 
Save Your 





Nation’s 
largest supplier 

of beverage cases 
for two reasons— 


GACO 


LASTS LONGER 
LOOKS BETTER 


CIDEON MISSOURI 


National Bottlers’ Gazette 













SPECIAL | CLASSIFIED 
ANNOUNCEMENTS [| ADVERTISING 


CLASSIFIED 


ADVERTISING 








SAVE 390% 






















€ FOR SALE.—Meyer Dumore soaker, splits to FOR SALE Liquid Red Diamond 12-spout 
qts., 16-wide, 5 tanks; purchased new 1937; may filler No. 579, Liquid Super Kleen 4-w 2-c washer 
be seen in daily operation our plant ; price $5,000. No, LSIT5S8 both in excellent condition; replacing 
ROCK CREEK GINGER ALE CoO., 215 7th with larger units; need space; will sacrified ; sepa 
St., S. W., Washington 24, D. C.—12.-2 rately or as tinit DR. PEPPER ROTT. CO.. 
South Fallsburg, N. ¥ aoe 





FOR SALE. Evans heater model D-10S; > 
T serial No. 5511753; 2 yrs. old; excellent condi . . . - ‘ ; 
R A D | NJ G tion; $750 cash f.o.b. New Haven.—PEPSI-COLA FOR SALE. Approx. ™) wooden ca ¢s wit! 
CO., New Cc 12..2 partition D cell, unused cases, printed Dad Root 























. 
Haven, Conn ai Beer: for use with half-gal. bottles; will consider On Modern F II Mm nt 
inv reasonable offer; f.o.1 this plant write to 
FOR SALE. 32-spout Liquid low-pressure BEVERAGE DIV., BROCKWAY GLASS CO., 
siruper and filler with Jumbo CCS automatic Brockway, Pa.-—1.-1 





crowner; 8-wide Liquid Super Kleen washer; 500 
gph Liquid Life Time carbonator; World rotary 


For Immediate Delivery | 





@ Complete 28-spout Cem Line automatic labeler; 36” rotary accumulating table : r 
. autom: ab ; 36 tz : : x table; 2 SALE.—1 16-wide 5-compartment Meyer 
e Complete 40-spout Cem Line 2 100-gal. stainless steel tanks ; 10 dise Star Liq arn = le-end |} ottle wasl no will Roadie ‘Il 
i” years—available uid sirup filter; would like to sell all, but any hotel +t ind smaller: machine can be seen in 
# Pp ° asonable offer for all o ) rill not be ref d srati 7 nc | e available during eb 
@ 1/12 spout Red Diamond Filler ~~ a on oa a a o art will 1 e refuse operation 5 DE WIG ay l . ig ne val io 
@ 1/24 spout Red Diamond Filler Waukesha, Wi a . ava 
Completely rebuilt and guaranteed — aukesna sh 
Fraction of new cost. FOR SALE.—Permutit 800 : ; : 
P 4K. ut gal. water treating 
@ 5,000 half depth cases complete with system complete with a set of 2 28” Permutit water . . A ; iC i i i 
8 1a ch bottles. 40 per case filter 500-gal. Pfaudler stainless steel mixing tank; | ,,FOR SALE. -Used equip. ; Dixie model C aut Here is a partial list of modern 
' u ep cases complete wi 12 disc Lomax sirup filter with pump and motor; nites sie Mbcicniciec | pp peg pooreke ne er ag en HY . * . 
32 oz. plain bottles. 40c per case 1,000 gph Liquid stainless steel carbonator; ex. | labelers, reconditioned; International and Filpaco equipment ready for installation in 
For Immediate Acceptance and Shipment. 05 a gaat 7 gah priced for quick removal Pr. U ius Fic “ babe Re - ondit aaa Lon ax No, ™ your plant: 
O) 2.-tf. duplex crown econaitioned ; : 
AIDMON BOTTLE & SUPPLY CO., INC. : sirup maker, in d condition ; a 
3 rewarding these unusua ue 1 me alume 
7615 Third “>. bys —eer 9. N. Y. FOR SALE.—5-wide Liquid Universal soaker; | 5-8900—THE FILTER PAPER CO,, 2414 So 
achview 8- 12-spout Red Diamond filler; 250 gph Red. Dia Michigan Ave., Chicago 16, Il.—1.-1 World Rotary Labeler, Variable Speed 
ERS: mond carb.; 5 hp York compressor with stainles | 
teel cooler; all equip. but the cooling system new | 28 CEM Filler & Crowner 
n 1947, used only 2 yrs.—P. O., BOX 735 VOR SALB.—i Ci 24, factor rebuilt in | 
12.-t! 1929, good maintenance, available March 1; Liquid | 500 GPH CEM Saturator 


iccumulating table, 8 yr old, in excellent condi 
tion SCRANTON NEHI BOTT. CO., 1002 N 
Pa 


FOR SALE.-——Cem 40 model B filler and crown swozc Liquid Superkleen Washer 











e 
« 
w 
s 
alae Washington Ave., Scrant 1 : i 
er, good condition, ay lilable in Mar. 1953; also . @ Dixie Model "F" Filler & Crowner 
809 gph CCS stainless steel aturator, available 
ow P. P., BOX 736 12. -tf ” 
= FOR SALE 2 OOO ga tainles teel Cen @ 2-24" Loomis-Manning Water Filters 
irbonator, $2,2%0 head Liquid pint) mixer ” 
W Will B A d S | At A p . t FOR SALE G-wide Heil 1941 soaker; any $29.05) thoroughly verhauled PEPSI-COLA @ 36 Diameter Rotary Acc. Table 
reasonable offer accepted; must make r m avail , O.. 1080 East New York St., Indtanapoli . 

@ Will Buy (And Sell) At Any Point g:sompiecortes accepted st HOTT. CO. © 24 Spout Liquid Red Diamond 
Any Quantity of Emptied 10-Galion Grapette, © 12WP4C Meyer Dumore Washer 
Double-Cola, and Pepsi-Cola Metal Cans; FOR SALE.—Dixie F automatic; 250-gal. Cem FOR SALE.—Complete 60 cs. per hr. bottling 
aad Also Wooden Kegs, Barrels and Steel iturator ; 4wac hagas Sapet lees . ne? ; oe machinery consisting Liquid Red Diamond 12 @ 5 HP "York" Cooler 

yd lt Ae ind iccumulating apie > , neat Atte K wide washer, Life Time « irbonator j 
“eunnave COOPERAGE CO 738,12. -t1 eo tooling unit, Western. lime treating unit. | © 90 CPH Sturdy-Built Soaker 
° o4” filter and purifier, 1947 mode].—BARQ'S | 
. ‘ Sa wae . lox 16 laco, Tex @ 250, 1000 GPH Liquid Carbs 
FOR SALE.—Cem 28 filler; 8w2cQ Meyer Du BOTT. CO., INC., P. O. Box 1541, Waco, Tex.- | ' q . 
3803 Orange Ave. Cleveland 15, Ohio more soaker; 600-gal. Cem saturator; 10 hp in 1.2 awe Lieuld $ . 
tantaneous water cooler; all machine rebuilt e cQ qu d uperkleen Washer 
sraeee he : ow ll separate! P. &., BOX FOR SALE 10 pout Liquid filler with 20. e 40 Spout Liquid Low Pressure 
ere - pout siruper and Jumbo model FE crowner in goor 
aaition, Tet. Meye er neal “2 pint © 6W4C Heil Bottle Washer 
et : q | 7) ead adelxe nixer 
FOR SALE.—2 1947 Chevrolet 156 wheelbas u juid Ii-head de r vib 
tracks, tow Galeeme, 625-00 00 oby tires, $60 enae $1 ot ners acct Wilstwhe te ale? an @ Jumbo Model "E" Auto. Crowner 
rack body built by Watkins Body Co il 1 1948 th ! ) spe ; 
cab over engine Ford with 188 case rack bod It 1.-1 ® 10 H.P. Liquid Stainless Cooler 
built by Watkins Body 825-20 tires; all truch 
bodte have door tor Hy nter use; rea mt : ell FOR SALE ur’ 1 lary purifies ad and e 20, 40 Spout CEM Fillers 
ing, we are going to pallet loading and would con yravel filter Infil Permutit e-alkalizer wate és - 
: der selling bodies only; low price for quick ile srsenshtelinanie eau ent Eva heatet model © 90 GPH 'D & L" Automatic Soaker 
Charles 2. JACOBOWI TZ @. also a O50 ea € atten teeiiie ad { icle and rear 7) S 15-t rn est ee ce mac le vw vet cooling 
3071 MAIN STREET BUFFALO 14, N.Y. AMHERST 2100 loading provision THE PEPSI-COLA SCHI ae, Acme ROYAL CROWN BOTT. CO TO) @ 24 Spout CEM Filler 
NECTADY BOTT. CORP., Freeman Bridge Rd Main St., I Wort Fex.~—1.-3 ‘ 
Rt. #50, Schenectady, N. Y.—1.-1 ® 12 Spout Liquid Red Diamond Filler 
NEW LIQUID CARBONATOR FOR SALE. 10-07, Dr. Swetts Root Beer to © 250 GPH CEM Saturator 
: : : tle ndition c40) per ¢ COCA 
FOR SALE Jurmbo crowner Model E; Walker A . ' j , P P 
FOR SALE Wallace pasteurizer; 24 tle im i wae COLA BO co... G rr Kansa ! ® Permutit Water Treating System 
filler; 2 Crown Cork & Seal 90 degree turns; 1 
Iron fireman coal stoker; 10 hp homogenize: FOR SALE.—-Meyer Dumore split-pint soake: © 16W5C Meyer Dumore Quart Washer 
: 2Z00-gal. per hr.; 5-wide Liquid Universal iker % cde partment Me r Dumore filler, 16 
Brand new, never used Liquid 250 Red BIRELEY’S BOTT. CO.; P. O. BOX. 842 pout; Liquid Red D nd filler, 1Z-spout; 5x5 © 8W3C Meyer Dumore Washer 
Sumter. S. C o a : marr 4 we onia mere , 
Diamond stainless carbonator 20% Fi Unitem I coole er oil fired © 16 Spout Meyer Dumore Filler 
off list; never been taken out of crate. boiler, 15 hp; Cet + WW) Worl 
F ‘OR SALE. —- 1948 Studebaker truck; 4-W | automatic eles odare irbon wate 
Also have available several other 250, “oe nee iin a 3) HP b ‘ler Shields fill hiter; inquire. PEPSI-COLA BOTT. CO., P.O 
300, 500 stainless carbonators by er; D&I, washer :.F rt Wayne sterilizer; 1,000 B 1238, M G 
? ise ind botle lriance rowner; electric mix 
Al é Ce e1 id carbona 8 tUSHV : 
Liquid and Cem. er I uid bonat : 00. >t USHVILLI FOR SALE | shell 
P Liquid t A é A crif GARY 
What equipment do you have to trade? FUST, 38 I K ygert e, Buffalo 21 
FOR SALE 1 £830 Standard Knapp case N. ¥ - 
acker new in 1946; completely rebuilt in 1951 


What additional i td cainnad with oix table: inter ceec, GEO von. Oe ° 

at additional equipment do equipped with air table; motor spec, 220 volt, 6 he GAS eters s ae ae Sas BOTTLERS’ EQUIPMENT CO.INC. 
you require? tok. ake Bh Te Buf. sap ire ACL private el f ttle name 

| sis lan ia < oe ed be est ca ffer epted 301-307 Powell St., Brooklyn 12, New York 


€ iti ] 


4 PEPSLCOLA ‘BUFFALO BOTT “CORP. 52 | 200 to 200 gr. 7-02. Fruit Bow ttles, wa 
E. NORTH ST., Buffalo, N. Y.—1.-1 before storing ; make n offer.-PEPSI-COLA . 
Sewing American Industry for over 30 Years nOTT. co ® Cs In business for over 60 years. 
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BETTER REPAIRS WITH THIS 


BEVERAGE CASE NAIL! 


@1'2” LONG — 12 GAUGE WIRE 

© OVAL HEAD—BARBED BODY from head 
to center. 

@ CEMENT COATED (Cement coating adds 
to holding power and provides addi- 
tional protection against corrosion.) 

@ Will not break if bent 

@ PACKED IN 100 POUND KEGS... PRICED 
AT 17c PER POUND F.O.B. PHILA., PA. 

Order your supply today. Sample upon request. 


S. ERVIN DIEHL, JR. 
1229 N. SECOND ST. PHILA. 22, PA. 














Partial Listing of Bottle Bargains! 


50,000 ctns. 24/12 oz. New Flint Non- 
Returnables. 
400 gr. new 8-oz. ACL 16-oz. wt. Sodas. 
20,000 ctns. 36/8 oz. Plain Emerald Gr. 
20,000 ctns. 24/8 oz. Emerald Gr. Sodas. 
400 cases 24/7 oz. Cheer Up Bottles. 
—Also Numerous Other Lots. 


1. Baskowitz Bottle Company, Inc. 
1301 Grand St. 


Brooklyn 11, N. Y. 








It’s New! It’s Improved! 
A-1 COLA BASE CONCENTRATE 
“The Cola of Superior Flavor” 


write for free sample to 


CLOISTER LABORATORIES, INC. 
325 W. Huron St. Chicago 10, Ill. 








FOR SALE 


1250 gross 6!/,-or. capacity, I4-oz. weight, emerald green 
sodas with initial on shoulder, packed paper crate service 
cartons; 12,000 cases |2-oz. capacity flint export shape beer 
bottles, packed 24 paper fibre board boxes; 7,000 cases 
12-oz. capacity emerald green export shape beer bottles; 
250 cases 32-02. capacity siphons. 

Approximately 10,000 wood beer cases 
depth—no partitions—for |2-or. bottles. 


SIGNER BOTTLE SUPPLY CO. 
Wiistach & Dalton Sts., Cincinnati 14, Ohio 
Phone: Cherry 6227 


-light weight—full 
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WANTED TO BUY 








Bottling Outfits, Bottles, Boxes, Machinery, Materials 

WANTED TO BUY. Stainle steel carhbona 
tors and instantaneous water ceolers, all size 
also Cem 40 fillers and bottle washers, 12 to Od 
bottles wide; good cash prices paid FIRSTEN. 
BERG BOTTLERS' EQU IPMENT CO., INC 
3O1-307 Powell St., Brooklyn, N. Y 12.-1f 

WANTED TO BUY... AW val tainle teel 
tanh with and without agitator SARATOGA 
OURVIC SPRING CORP Saratoga Spring 
N. Y 1.-3 

WANTE D TO BUY Late model wa her, 12 
or Wewide for pints, Meyer Dumore or Liquid 
preferred, give aye, serial number and general con 
dition in first letter; also complete 40-spout line 
lor pint and section Evan heater ROYAI 
CROWN BOTT, CO., 701 N. Main St., Ft. Wort! 
lex 1-1 

a] 
» Wryyy 
HELP WANTED 
Foremen Helpers, Practical Bottlers, Salesmen 
HELP WANTED. Flavor chemist, able to 


formulate something exceptionally fine in a fruit 
base orange, from beginning to end; must under 


stand all anges of the business; this is a small 
aggressive company; will share on a bonus ar 
rangement plus a moderate salary " 4 30x 
552.—10.-1 

HELP WANTED.~—Salesmen wanted; old es 
tablished flavor house wants men; will consider 
side line or full time.—ESSENTIAL PRODUCTS 
CO., INC., 59 Fulton St., N. Y. C.—8.tf. 


SALESMEN WANTED. — Neeco coffee soda; 
sales manager experienced in franchising, three, 
Middle West. South, and the West Coast; men 
with vision. who can carry themselves, this is 
opportunity for opening territories for the onl 
new drink with the widest appeal.—THE NEECO 
COMPANY Div. of the ATLANTIC EXTRACT 


COMPANY, iNC., 134 Fulton Street, Boston 13, 
Mass.—10.-1. 

HELP WANTED. — A reliable manufacturer 
selling nationally to the bottlers and beverage 


is desirous of add- 
productive open 


manutacturers, for many years, 
ing a few men in valuable and 
territories; these men should know the industry 
and possibly have another line which they are now 
selling to this trade; if you are in a position to 
extensively cover your territory with an outstanding 
line—already established and well known, here is 
an unusual opportunity to substantially increase 
your earnings; write fully, stating experience, 
lines handled and territory covered; all replies con 
fidential—O. I Box 603.—6-tf 


HELP WANTED. Salesmen experienced in 
flavor old established manufacturer supplying 
bottling, ice cream and baking industries; oppor 
tunity for ilesmen in Va., W. Va N. C. and 
in midwest; drawing account against commissions 
in protected and active territorie exceptional 
opportunity for full time men with leading na 
tionally known house; all replies confidential ; our 
organization has heen informed of these openings 

QO. A.. BOX 747 








WORK WANTED 


Situations — Salesmen, Bottlers, Foremen, Helpers 


POSITION WANTED. —Production man; 26 
y! experience on Cem, Dixie, Liquid, most type 
washers an of other equip.; age 43, good health; ge 
inywhere , Box 749.—1.-1 

POSITION WANTED.-—Top executive ava 
ible; experienced as president, vice-president, get 
eral manager iles manager in manutacturing 
compame selling to bottlers, dairie and other 
food mfg. trade, also to wholesaler chains; have 
outstanding national trade contacts, also connec 
tions with national sales organizatior and out 
tanding salesmen; have planned a new package 
consumer beverage product for national distribu 
tion for this vear; only interested in position wit! 
outstanding firm who can offer high bracket il 
iry and bonus for tmereased sales; can furnisl 
bank, busines ind) personal reterence to your 
hiking ©. Dp BOX 75l 


| 43-77 Vernon Bivd., Long Island City 1, 


| 
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A Statement of Fact... 


We do not claim rebuilt bottling equipment 
is as perfect as new machinery. But this 
claim we do make in full-hearted sincerity. 

. . REBUILT BOTTLING EQUIPMENT, IF 
PROPERLY REBUILT, FILLS A DEFINITE NEED 


IN THE INDUSTRY! 


BOTTLERS SERVICE CORPORATION 


N. Y. 
RAvenswood 9-3173 








FOR SALE 


10,000 Wood Quart Cases, full depth, 20c each. 

3,000 " 7 ot. Shells, full depth, 15¢ each. 

3,000 ‘' 6 oz. Shells, full depth, 15¢ each. 
30,000 ag 10 & 12 oz. Shells, full depth, 20c each. 
30,000 Fibre NEW 7 & 8 oz. K. D. Cartons, 30c each. 

7,000 NEW 32 oz. K.D. Cartons, 30c each. 
70,000 ‘' NEW 12 oz. K.D. Cartons, 30c each. 
10,000 "' NEW 7 oz. set-up Cartons w partitions, 

15¢ each. 
100,000 12 oz. Partitions, 4¢ each. 
2,000 gross 8 oz. Emerald Green Champagne Style 


ottles. 
BISON BOTTLE COMPANY, INC. 


28 WASSON ST BUFFALO 10, N. Y. 








NEW PARTITIONS 


All Types—Direct Factory Shipments & Quotations... 


BUY - SELL - EXCHANGE 
BOTTLES AND SUPPLIES 


M. WALSH, 8201 4th Ave., B’klyn, N. Y. 


Phones: LE-4-1357, SH-5-5856 








ALWAYS BUYING 


Soda Water Tanks— Block Tin Tubing — 
Syphon Tops. Get Our Prices First! 


RELIANCE LEAD SOLDER & BABBITT CO., INC. 


399 Genesee St. Buffalo 4, N. Y. 











WANTED .. . CHIEF CHEMIST 


Owing to the untimely death of our chief chemist, 
we need a good experienced man to take his place. 
If you have thorough knowledge of how to make 
beverage and food flavors, together with initiative 
and imagination, we'd like to hear from you. Old 
established house, modern plant, fine equipmeny. 
Your reply will be considered confidential. 


Write BOX 225, care of National. Bottlers' 
Gazette, 9 E. 35th St.. New York 16, N. Y. 








FOR SALE 
700 gross, 8 oz. Tall Flint Sodas, New 
300 gross, 7'/p oz. Tall Flint Sodas, New 
30,000 cases, 12 oz. Emerald Green Ales, 
Balantine style 
10,000 cases, 12 oz. Export Shells, paper parti- 
tions, 24 ea. 
10,000 cases, 12 oz. Steinie Shells, paper parti- 
tions, 24 ea. 
3,000 cases, B-1, ACL Emerald Green Bottles 
& Boxes 24 to '/p depth case 
30,000 cases, Used 2 doz., 12 oz. amber select 
Beers 


We buy all surplus bottles and Crowns 


PENN BOTTLE & SUPPLY COMPANY 
5619 Cherry Street Phila. 39, Penna. 














FOR SALE 


50,000—cases 12 Oz. Brown Export Bottles. 
6,000—cases 12 Oz. White Export Bottles. 
15,000—Wooden Export Cases, paper partitions. 
1,000—Aluminum Half Barrels, Peerless Taps. 
1,000—Acme Steel Quarters, single shell. 
1,500—Lee Steel Half Barrels, 1947's, 48's, 49's. 

2—World Labelers, for qts. and pts. 

1—12 Wide Soaker, for qts. and pts. 


GIRARD MACHINERY & EQUIPMENT COMPANY 


134 S. Second Street Reading, Pa. 








FOR SALE 
FROM CLOSED BREWERY 


Quart bottling line consisting of Meyer 16 
wide 5 compartment Washer, Meyer 34 spout 
Filler, Jumbo Model "E" Crowner, Ermold 
8 wide Labeler, Meyer Pasteurizer. Also com- 
plete pint line. Will sell all or part; no reason- 
able offer refused. 


PERRY EQUIPMENT CORP. 
1419 N. 6th Street Phila. 22, Penna. 
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THE LAST WORD 
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THIS COLUMN, LAST MONTH, was writ- 
ten too soon after the suspension of price con- 
trols on soft drinks to have a complete picture 
of what price movements would result. Fact is, 
the wheels of price adjustment are still spin- 
ning rapidly, but as we expected and said: 
‘“.. for a sensible, businesslike re-arrangement 
of prices to meet the conditions as they exist 
in each territory”, bottlers have apparently no 
inclination to start runaway advances in prices. 
What increases have been made, as reported else- 
where in this issue, have been re-adjustments. 
There was a price increase to $1.35 on the Pa- 
cific Coast, a chronic top-cost area. Elsewhere, 
quart producers, including tne big franchises, 
gratefully grasped their first opportunity since 
the “freeze’’ to match their selling prices with 
the rise in costs. Some 96c and $1.00 prices have 
also gone up to the neighborhood of $1.20, since 
they proved inadequate on the previous basis. 
We doubt that more than a hundred of the na- 
tion’s 6,000 bottlers have raised prices since 
Nov. 20, which proves the industry’s original 
objection to price controls—competition, not con- 
ditions, sets the price pattern for this industry. 

% *% *% 

WE HAVE LOST one thing we could have 
done without from the beginning, and that is 
the “griping’’ which characterized so many of 
our contacts between bottlers. There was, in 
truth, ample cause for disagreements, but when 
it turned into open animosities and punitive 
attempts at ‘retaliation’; when it degenerated 
into fist-fights and name-calling, then it lost 
all dignity and left nothing but a bad taste. For 
the past year, bottlers have shown themselves 
in their true light of aggressive but fair business 
men, ready to tackle their individual problems 
themselves and willing to meet the other fellow 
half-way. With the submergence of the griping 
has gone also the feeling of defeatism which 
retarded hundreds of bottlers from properly 
planning and executing their affairs. 

x x * 

WHILE WE STUDIOUSLY AVOID partisan 
politics, we never sidestep talking about govern- 
ment and its effect on business. The new Admin- 
istration now taking form is composed of “big” 
business men—some of the biggest in the coun- 
try. Lest that trouble the “‘little’’ business man, 
remember that big business and the government 
fully realize that the little businesses are the 
vertebrae in the spine of the country, and nothing 
beyond the absolute needs of the nation will be 
done to hurt them. 


@ Whether you use Citric Acid regularly or 
only occasionally, in large quantities or in 
small, Pfizer is anxious to talk citric with 
you. There’s a type and a container size to 
meet your requirements. 

If you use money-saving Pfizer Anhy- 
drous Citrie Acid, you'll find it in the fol- 
lowing mesh sizes: granular, fine granular, 
powder. Conveniently packaged in 25, 50, 
LOO, 225*, 250** Ib. drums. 

Pfizer Citric Acid U.S.P. is available in 
these mesh sizes: granular, fine granular, 
fine granular xx (for confectionery use), 
powder. Packaged in 25, 50, 100 and 220 
Ib. drums, 

Order Citric Acid from Pfizer today. Your 
most dependable source for nearly three- 
quarters of a century. 


*pewder 
**granular and fine granular 


CHAS. PFIZER & CO., INC. 
630 Flushing Ave., Brooklyn 6, N.Y. 


Branch Offices: Chicago, IIl.; San Francisco, Calif.; 
Vernon, Calif.; Atlanta, Ga 





Manufacturing Chemists for Over 100 Years 





Whether Your Needs 
Are Large 
Small or Medium 
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GINGER 


What types of r00t? 


e written into Our formulas. 
Cochin. The top grades, too. 
d and deep in warmth. 


Three varieties or 
African. Jamaican. 
Blends that are broa 


JACKSON, MICHIGAN 














